


Caterpillar show presents ad aims to 71 space reps 
Alcoa's new building pushes new uses of aluminum 
Adman blasts ‘special’ business paper advertising 
Kearney & Trecker starts new machinery-lease plan 
Mobile exhibit carries its own portable auditorium 


Barry campaign helps switch from defense to selling 
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Coal Consumption by 
Electric Utilities Headed 
for New Peaks —— ” @ 





demand for coal. 


HE electric power industry—now coal’s largest cus- 

tomer—is also coal’s fastest growing customer. 
Within a couple of years, it will use more coal than the 
railroads ever used. Within ten years, it will require 
more coal than the railroads and households, com- 
bined, ever used. 

Coal has been out of most kitchens for a couple 
of generations, but coal is coming back into the kitchen 
in much greater volume in the form of electricity for 
refrigerators, toasters, irons, dish washers and electric 
stoves. 

Coal is leaving the cellars of many homes, but is 
returning promptly in the form of electricity to operate 
oil burners, washing machines, clothes dryers, man- 
gles, air-conditioners, de-humidifiers — and soon, as 
house-heaters in the form of the heat pump. 

Coal is going to more and more farms through new 
power lines and is doing more jobs in the form of 
kilowatt-hours. 

Coal is moving more and more into general indus- 
try, large and small, in the form of electricity. 

The electric power industry is coal’s fastest growing 
customer. 


“ “8@: 


A McGRAW-HILE PUBLICATION, 380 WEST 42nd STREET, \ aw YORK 36, N.Y. 
‘s 92% of the nation’s fuel 
’ reserves is recoverable coal 





Another Fabulous Record- 
The Thomas Register New 4 Volume 1954 Annual Edition has 


40,406 ADVERTISEMENTS 


placed by 


10,801 ADVERTISERS 


This astonishing all time record was achieved with 
the help of 1603 Advertising Agencies 


Again the fact is substantiated that it 
pays to advertise where buyers FIRST 
look for advertising —and 10,801 T. R. 
Advertisers are well aware of this fact! 


The habitual reference to Thomas Reg- 
ister by its exclusive paid subscriber clien- 
tele, representing more than 60% of the 
total industrial purchasing power of the 
United States, accounts for the large ad- 
vertiser returns so symbolical of T. R. 


T. R. Paid Subscribers refer to Thomas 


Register because NO WHERE ELSE IS 
SUCH ACCURATE, ENCYCLOPEDIC 
PURCHASING INFORMATION 
AVAILABLE. 


Thomas Register circulation is fully paid 
and ABC Audited. The substantial price of 
each edition, plus rigid subscriber selectiv- 
ity, eliminates mere curiosity subscriptions. 


Your Thomas Register representative will 
be glad to show you how you can reach your 
major industrial markets thru T. R. 


READERSHIP-ZeERO 
BUYERSHIP-}0 0% 
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It Really Pays to pbduertise in . 


THOMAS 
REGISTER 


96% PAID CIRCULATION 


Thomas Publishing Company 
461 Eighth Avenue, New York 1 


THE THOMAS REGISTER CLIENTELE IS NOT EFFECTIVELY 
REACHED BY ADVERTISING IN ANY OTHER GUIDE! 
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31 CONTRIBUTING EDITORS, together with our own staff, form 
HP&AC's unique editorial setup. Another reason why HP&AC 
is FIRST in its field. 


These 31 men — each an outstanding engineer — bring to 
HP&AC more than 500 years of practical experience. Many 
are in business for themselves . . . others hold important posi- 
tions in industry, public utilities, large buildings . . . the majority 
have been on our staff since HP&AC was founded in 1929. 


These experts enable HP&AC to report, review, and inter- 
pret with authority developments and trends. What they say 
is vital to our reader-audience. 


In addition, every issue carries the Journal of The Ameri- 
can Society of Heating and Ventilating Engineers. Monthly 
this section reports on the Society's continuing program of research. 


Certainly if you make anything for this vast, active market, 
your main advertising effort belongs in HP&AC. 


KEENEY PUBLISHING COMPANY 


AIR CONDITIONING HEADQUARTERS 


6 N. MICHIGAN e CHICAGO, ILL. 
NEW YORK CLEVELAND LOS ANGELES 


‘Edited EXCLUSIVELY for the Engineers and Contractors who Heat, 
Pipe, and Air Condifion Industrial Plants and Other Large Buildings 
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Industrial Marketing 


For contents of previous issues of industrial Marketing, consult the Industrial Arts Index in the library. 
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Mill & Factory reaches the men your — 


[Oo GH A CONOVER-MAST PUBLICATION 
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This salesman knows where he’s going 


He knows whose “OK” means an order in this plant—and in every 
important plant in his territory. Titles mean little to him—buying 
power everything. Through repeated personal sales calls, he has 
learned the combination of key men he must see to sell. 


MILL & FACTORY builds and maintains its circulation by apply- 
ing this same basic local knowledge of buying patterns on a nation- 
wide scale. 


MILL & FACTORY’s readers are hand-picked for proven buying 
authority by 1,645 sales engineers across the country—men who sell 
machinery, equipment and supplies to industry. Every copy is paid 
for under this uniquely successful Conover-Mast Franchise Circula- 
tion Method. 


MILL & FACTORY makes sure that your advertising reaches the 
key men in industry — the same pre-identified buying influences, 
regardless of title, your salesmen must see to sell. 





205 EAST 42nd STREET * NEW YORK 17, N.Y. 
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The proved ability of overhead materials 
handling equipment to make major contribu- 
tions to lower production costs gives us par- 
ticular incentive to design great reliability 
and efficiency into our equipment. For many 
years, we have found Product Engineering an 
outstanding source to the new ideas in design 
engineering we constantly seek. 





K. R. Weise, Chief Engincer 

Cleveland Tramrail 

The Cleveland Crane and Engineering Co. 
Wickliffe, Ohio 
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MEN WHO DESIGN 
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Leads Design at Cleveland Tramrail 


READS PRODUCT ENGINEERING 


You advertise here to reach and sell 
the design-engineering leaders throughout the giant, 
73-division Original Equipment Market 


The 26,000 paid subscribers to Product Engineering offer you one of industry’s 
greatest concentrations of buying power. In each of the Original Equipment 
Market’s 73 divisions,* these men decide whose parts, materials, components, 
and finishes will help to make industry’s new machinery, equipment, and 
appliances more reliable, more efficient, and more saleable. And their decisions 
in respect to your products will basically influence the profile your sales curve 
will take this year, and every year. 


This simple fact makes Product Engineering an uniquely powerful adver- 
tising force in industry . . . so powerful that over 800 advertisers last year 
placed 4,422 pages in this magazine’s 13 brilliant issues, to make it first again, 
by a wide margin, among design publications, and second among all monthly 
magazines. 


In a year when strongly competitive markets put an ever-growing premium 
on better product designs, design engineering’s voice will more than ever dic- 
tate who gets the business in the $30-billion O.E.M. 


And nowhere can you more surely influence design engineering’s voice than 
in the only design magazine 26,000 design engineers voluntarily seek and pay 
to read. If you don’t have all the facts about Product Engineering’s LEADER- 
SHIP in the O.E.M., make sure you ask for them today. 


*Write, or ask your Product Engineering representative, for a 
copy of our Original Equipment Market Identification Chart. 


The McGraw-Hill Magazine ; 
- e . “than Nha 7 
of Design Engineering E eeiyis ee 
McGraw-Hill Building, New York 36 at oe 
DISTRICT OFFICES: Atlanta 3 * Boston 16 * Chicago 11 
Cincinnati 8 * Cleveland 15 * Dallas 1 * Detroit 26 


Los Angeles 17 * New York 36 * Philadelphia 3 
Pittsburgh 22 © San Francisco 4 * St. Louis 8 
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AMERICA’S NEW PRODUCTS READ PRODUCT ENGINEERING 
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Because the 
Chemical Engineer 
is important in 
your buying picture, 
CHEMICAL 
ENGINEERING 
PROGRESS 

is vital to your 
selling program. 




















CHEMICAL 
ENGINEERING 


PROGRESS 
predominantly 


reaches and sells 
Chemical Engineers. 





Chemical 
Engineering 
© Progress 


Published exclusively for Chemical Engineers 
by American Institute of Chemical Engineers 


120 East 41st St., New York 17, N. Y. 


Remember... 
the engineer is educated 
to specify and buy! 
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tothe Editor 


@ Address letters to: Industrial Marketing, 200 E. Illinois, Chicago 11 





VINCO helped take the “Guess” out of 
Involute Spline Manufacturing 
and gaging for INTERNATIONAL HARVESTER 








Dear Mr. DeVos: 


a better America. 





Since early 1950 you and other members of the Vinco Corporation 

have been working closely with representatives of our Company in 
solving the many complex problems involved in the design, manufacture, 
and inspection of involute splines. 
associates have been extremely helpful to us in taking the "guess" 
out of involute spline manufacturing and gaging. 


Because such conferences with you have been so productive, meetings 
of this kind are now a "mst" in our farm tractor manufacturing 
operations. Subsequent discussions have been most helpful in 
establishing designs and gages for our transmission shafts and gears. 


We wish to take this opportunity to thank the Vinco Corporation for 
the fine cooperation it has extended to our Company. This is just 


another example of how companies such as International Harvester and 
its suppliers can, by working together, produce better products for 


Sincerely, 


During that time you and your 





you both time and money 





VINCO Can Do the Same for You | 


So if your next production program involves 
splines, call in a Vinco field engineer. He will save 


VINCO CORPORATION 
9121 Schaefer Hwy., Detroit 28, Mich. 








sVINGO 


MILLIONTHS OF AN 
INCH FOR SALE 





Small space ad .. a widely read bit of correspondence? 


® TO THE EDITOR . . The third-page 
ad (above) for Vinco Corp., De- 
troit, I am enclosing, as per your 
request (IM, Oct., p. 58, “Are you 
a Small Space Advertiser?’’). 

In this connection the following 
quote from the “News Digest” of 
the American Gear Manufacturers 
Association might be of interest: 

“Vinco’s recent advertisement in 
Business Week (above) featured 
what will probably go down in his- 
tory as the most widely read bit of 


correspondence from one AGMA 
member to another.” 
EARL WAREHAM 
Vice-President, Burke Bartlett 
Co. (advertising agency), 
Royal Oak, Mich. 


Scrap local prejudice . . boost 
NIAA, not chapter, he urges 

® TO THE EDITOR .. To reach matu- 
rity, National Industrial Advertisers 
Association must resolve its conflict 
with its chapters. All local chapters 


Continued on page 12 
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all six! 


ae 


1. Exclusive food processor coverage of 
buyers and specifiers for the 2,000,000 acres their 
canning and packing companies own or have under 
contract. The food processor has to know if the 
agricultural chemical is good or bad for his food— 
so he says what his growers will use. Among 352 
processor-buyers we surveyed, 23% own or control under con- 
tract (buy or specify for) 844,949 acres! 

Authoritative, comprehensive technological 
editorial contents, backed by the world-wide reputation of 
the American Chemical Society; with fully staffed editorial 
departments in six cities. 


* 


JOURNAL OF AGRICULTUF 


gives Agricultural Chemical Producers 





3. Complete, exclusive, bi-weekly news cover- 
age of the agricultural chemicals and food processing fields. 


4. Lowest cost per thousand of any agricul- 
tural chemicals magazine. 


5. A hard-hitting advertising-merchandising 
program to help your customers sell their customers. 


Largest circulation of any magazine 
covering the agricultural chemicals field e | ().: 


Largest circulation among agricultural 
chemicals manufacturers and formulators. 


P, SE RAIS +s 


AND FOOD CHE! 


News and Technology Serving the et Interests in Agricultural Chemicals an Food hbo 


An American Chemical Society Publication 
Advertising Management: REINHOLD PUBLISHING CORPORATION « NEW YORK e CHICAGO 
CLEVELAND e« SAN FRANCISCO e LOS ANGELES « SEATTLE « HOUSTON e DENVER 
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Pe Wiikeyiks, Those Who Produce 


AMERICAN ARTISAN Szacds Feroz 


# + 


CITIES SURVEYED IN 1952 and ’53 





...as Determined by 


Bridgeport, Conn. Buffalo, N. Y. 


Continuous Program Peoria, Ill. Canton, Ohio 
of Field Research Rockford, I Dayton, Ohio 


Evansville, Ind. Mansfield, Ohio 


You get powerful sales support when you ad- Ft. Wayne, Ind. Toledo, Ohio 


vertise in AMERICAN ARTISAN. Sioux City, lewe Erie, Pa. 


. . For The ARTISAN is read and preferred pga, ee. iow Gani, 0. 


by those dealers, contractors, and wholesalers who Grand Rapids, Mich. Reading, Pa. 
do the bulk of all work in this vast warm air heat- Kalamazoo, Mich. York, Pa. 
ing-sheet metal field — preferred by the men and Minneapolis, Minn. Ft. Worth, Texas 


organizations from whom your sales must come, it Springfield, Mo. Racine, Wis. 








you are to share successfully in the big volumes of _, 





business available. 


Note Reader Preference Charts on following Yes, no matter what type of product you wish 
page. Note that in each instance 85% or more of to promote in our field, your best bet is to have 


the KEY operators are paid subscribers to The AMERICAN ARTISAN consistently carry your heaviest 


advertising load. 
ARTISAN — that 45% or more are reached exclu- 


sively by AMERICAN ARTISAN. 


KEENEY PUBLISHING COMPANY 


Basic material for this report was obtained AIR CONDITIONING HEADQUARTERS 
by surveying the 22 market areas listed above 6 N. MICHIGAN e CHICAGO, ILL 
e fd e 


— in each case by personal interview. NEW YORK CLEVELAND LOS ANGELES 


THE ONLY 100% PAID CIRCULATION PAPER IN WARM AIR HE 
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Most of Your Business— 


(in the Warm Air Heating — Summer Cooling — Sheet Metal Field) 


READING HABITS OF KEY A WARM AIR HEATING DEALERS 


SE | cas, ce ecched excsvaly trough the ARTISAN 


AMERICAN ARTISAN 





READING HABITS OF KEY ¥ SHEET METAL CONTRACTORS 


kt. 8=—hs 89% are paid subscribers to AMERICAN ARTISAN 
45% are reached exclusively through The ARTISAN 


AMERICAN ARTISAN 








READING HABITS OF WARM AIR HEATING - SHEET METAL WHOLESALERS 


YY !UC©#ann 90% are paid subscribers to AMERICAN ARTISAN 

EXCLUSIVE Ly 

LL li 66% are reached exclusively through The ARTISAN 
AMERICAN ARTISAN 


% KEY DEALERS AND CONTRACTORS are the successful organi- 
zations in every community who as a group handle 80% 
or more of the available business. As shown above, The 
ARTISAN thoroughly covers these big-volume- producing 
organizations. 


| ATING, RESIDENTIAL SUMMER COOLING, SHEET METAL CONTRACTING 
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ADVERTISING MEN! You'll find many 
business-building ideas .. . 


HOW 
WHAT 


WHY 


to 


HOW envelopes are used in mailings, 
packaging and business systems, and 
WHAT envelopes to use: you'll find 
all these in the U.S.E. “Handbook”, 
a pocket-size volume 142 pages. 

But most important to you is WHY 

. for a wrong answer here can wreck 
your plans. So — you'll be, especially 
interested in a new 64-page book en- 
titled ““What’s in it for me?”. It runs 
like a telecast, and tells WHY U.S.E. 
Envelopes help create favorable im- 
pressions — WHY they are easy to 
print — WHY they seal easily and stay 
sealed — WHY they carry overloads 
securely. This booklet tells the 
story of quality-control: the never- 
ending work at U.S.E. plants and lab- 
oratories to maintain the high quality 
standards which enable us \to back 
every U.S.E. Envelope with a firm 


guarantee. \ 


\ 


The World’s largest manufacturer of envelopes and your orinter and 
envelope supplier —- ready to tell you the HOW-WHAT-WHY story. Ask 


them for free copies of the U.S.E. “Handbook” and the book.et * 


in it for me?”. 


UNITED STATES G) 
ENVELOPE COMPANY 


15 Divisions 
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envelopes 
solve business problems 


envelopes 
otter the best solution 


it pays 


specify U.S.E. Envelopes 


“One last speedy but practiced inspection” 


ready to help you? 


‘What’s 
E1-Al 


Springfield 2, Massachusetts 


from Coast to Coast 


| 
| 


letters » » begins on p. 8 
and the national association are in 
agreement on the purpose of our 
existence. This purpose of existence 
is summed up by your publisher, G. 
D. Crain, Jr., in his excellent article 
“Highlights of NIAA History” on 
pages 2, 3, 4 and 5 of the 1953 mem- 
bership roster. 

Each of our local chapters sub- 
scribe to the principles of NIAA by 
major portion of the dues 
received from each member to 
NIAA, by attending the national 
conventions, by electing directors to 
the national board and by numerous 
other positive actions. 

What then is the cause of the con- 
flict that must be resolved? The 
cause is a split personality at the 
chapter level. The majority of the 
chapters, because of local pride and 
subordinate 
for national 


paying the 


refuse to 


character 


prejudice, 
their local 
solidarity. 

Take for example, the area of 
publicity and public relations. The 
NIAA has, through the cooperation 
of one of its chapters, set up an ex- 
cellent publicity and public rela- 
tions program. It was approved at 
the Chicago meeting of the NIAA 
board. Then each director returned 
to his local chapter and helped to 
set up a local publicity and public 
relations program. The local pro- 
gram will publicize the local chapter 
at the expense of NIAA. 

For example, we here in Phila- 
delphia will feature the Eastern In- 
dustrial Advertisers Association; in 
Newark, New Jersey, they will fea- 
ture the Industrial Marketers of 
New Jersey; in Chicago they will 
feature the Chicago Industrial Ad- 
vertisers Association. Janus had 
only two faces, we will have almost 
as many faces as we have chapters. 
Each chapter that publicizes itself 
will do so at the expense of NIAA. 
How hard we will all work to con- 
fuse our managements. 

As an example of confusion, we 
will apply this thinking to the E. I. 
du Pont de Nemours Co. The Wil- 
mington, Del., office could be du 
Pont, the Philadelphia plant could 
be National Paint Works, the Belle, 
Va., plant could be Zerex-Zerone, 
Inc., the Richmond plant, Textile 
Industries, Inc. and so on in the 
various plant cities. Where would 

Continued on page 16 
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24-HOUR 
SALESMAN ... 


The ‘yellow pages’ of telephone directories 


Here’s a “salesman” who’ll work around the clock to help sell your industrial BLACK & DECKER ELECTRIC TOOLS-———— 


~ ; ; . . ‘ > li le 
products or services. It is Trade Mark Service in the ‘yellow pages’ of rm A = bmp Blacks 


° ° Home. Drills, a 
telephone directories. san, i Sinden m 
. 5 rewdrivers, ai a Z echt. 
When your trade-mark or brand name appears in the ‘yellow pages’ it makes Reconditioning Touls. 
COMPLETE PARTS & REPAIR SERVICE 


no difference at what hour purchasing agents think of your product. They AT OUR FACTORY BRANCH 
find your distributors or outlets by reaching for the ‘yellow pages.’ “WHERE TO BUY THEM” 





Trade Mark Service fits any distribution set-up. You can use it in indus- 
trial centers across the nation or in regional markets. And each directory 
works a full 24-hour day. 


You can get further information by calling the Classified Telephone Directory Representative 
at your telephone business office or looking in Standard Rate and Data (Consumer Edition). 
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Profit, now, from the facts 


.. ii. 


In 1953, 953 companies, and their agencies, placed 6,874 
advertising pages in American Machinist. These pages repre- 
sented publishing’s greatest concentration of advertising for 
the machinery, equipment, components, materials, and serv- 
ices used and consumed by the great 15-division Metal- 
working industry .. . and again insured American Machinist’s 
place among the top three magazines of all kinds in total 
1953 advertising volume. 


eet 


RECORD OBSOLESCENCE 


in metalworking production machinery and equipment 


METALFORMING EQUIPMENT 


OTHER SHOP EQUIPMENT 


Source: American Machinist 1953 Inventory 
© ] ’ 
BE He over 10 yours of age fe Metalworking Production Equipment 


. «. and offers this all-paid, production-responsible audience 
at a time when Metalworking has more reason to invest in 
increased productive efficiency than it has ever had before. 
As American Machinist‘s 1953 inventory of Metalworking 
Production Equipment starkly shows, this industry's need for 
new machinery and equipment is at an all-time peak . . . 
and billions will go to buy it in the months and years ahead. 


Metalworking’s Only 
All-paid Circulation 


ABC net-paid circulation, June 1953: 32,649 
Net-paid, December 1953: 33,000 


(Subject to ABC audit) 


The reasons behind this PREFERENCE for American Machinist 
are sales-significant to every company and agency with 
products to sell in America’s biggest industrial market. They 
are crystal clear .. . and start with this magazine’s exclusive 
value of 33,000 all-paid circulation . . . many thousands 
greater than that of any other metalworking publication . . . 


Ld ~ 


What's more, all the outstanding and exclusive values which 
make American Machinist so clearly the leading editorial and_ 
advertising force in Metalworking are yours at a cost-per- 
thousand subscribers well below that of any other magazine 
edited for the biggest of industrial markets. . 





fact that this all-paid circulation is concen- 

heart of Metalworking’s buying power. Edited 

this industry's engineers and ex- 

American Machinist delivers far more of these basic 

than any metalworking magazine has ever before 

among its subscribers. In magazines, as in all other 

products, metalworking production executives are inclined to 

best . . . and today . . . in record numbers . . . they 
American Machinist. 


cess cmatoeee >< son TAI ga ONS S07 


Thus, whatever the products American Machinist's 953 ad- 
vertisers sell .. . and these products are as diverse as 
Metalworking’s broad scope and almost endless product 
needs would suggest .. . these advertisers know that Amer- 
ican Machinist delivers a big, concentrated, selective, and 


' ESSENTIAL audience no other metalworking magazine can 


match ... 


SO ..when you want increased sales in the $110-billion Metalworking Industry, 
and want to build preference for your products among this industry’s most 
important buying group . . . production management .. . the facts will tell 


you why: 


This is the NO. 1 place to do business with America’s biggest industry 





THE McGRAW-HILL MAGAZINE OF METALWORKING PRODUCTION 
McGRAW-HILL BUILDING, NEW YORK 36 

PUBLISHED EVERY OTHER MONDAY 

MEMBER OF THE AUDIT BUREAU OF CIRCULATIONS AND 
ASSOCIATED BUSINESS °UBLICATIONS 











Ded Your fonoduot 


Rowe, 
BViny ow 


If so, here’s your mar- 

ket! Responsible men 

with buying power in 

15,000 separate plants. 

Their principal interest 

is replacing machinery, 
equipment, tools and devices hav- 
ing a low safety quotient . . . to 
assure utmost protection at 
minimum cost for maximum 
production. 


They are executives in charge of 
the safety and maintenance pro- 
grams of their plants . . . they think 
in terms of production . . . and 
they are consulted before any in- 
vestments are made in plant safety 
equipment. 


Because Safety Maintenance & Pro- 
duction, editorially, has the same 
viewpoint . . . because it considers 
the industrial plant as a whole, 
and emphasizes the concept that 
safety and maintenance are vital 
parts in the production scheme... 
its pages truly serve your interests. 


Reach managements with a mod- 
ern outlook through . . . 


Safety 
Maintenance 


and Production 


Anverica's Pioneer Magazine in its Field. 
An Alfred M. Best Co., Inc., Publication 
75 Fulton St., New York 38, N.Y. 


Atlanta Cincinnati 
Boston Dallas 
Chattanooga Los Angeles 
Chicago Richmond 
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the company stand in the eyes of 
the public, on the stock exchange? 
I’m afraid they'd be very confused. 

Here we are, supposedly intelli- 
gent advertising and marketing ex- 
ecutives, violating every principle 
we recommend to our own manage- 
ments, and which we apply in our 
daily work. All because of local 
pride and prejudice. 

A former president of NIAA told 
me of his embarrassing experience. 
His management sent to him, for 
approval, membership dues in a lo- 
cal chapter of NIAA. They did not 
know that this chapter was part of 
the association of which he had been 
president. 

How can the conflict be resolved? 
The first step each chapter should 
take is to publicize its parent NIAA 
and subordinate its regional or local 
character as a chapter. This could 
start at the level of a national let- 
terhead and move on into other 
areas. All new members should be 
solicited on the basis of joining the 
NIAA and attending its meetings at 
the local chapter. 

Let’s all take action at the chapter 
level to implement the purposes and 
principles of NIAA as outlined in 
Mr. Crain’s article. 

JOHN E. ROONEY, SR. 

Account Executive, Geare- 

Marston Advertising, Philadel- 

phia 


Ramset plans to add 

250 or more lumber dealers 

® TO THE EDITOR . . I read with a 
great deal of interest your very 
good story in the September issue 
of INDUSTRIAL MARKETING on the 
lumbermakers who are planning a 
$1,000,000 research program to find 
new products and markets. 

We are in the planning stage our- 
selves right now, of putting on be- 
tween 250 and 500 of the lumber 
dealer type outlet which we feel 
will help us more adequately cover 
the small town market. 

I would be very interested to 
learn where you got your informa- 
tion and if you could recommend 
to me the name of the party to 
contact in the National Lumber 
Manufacturers Association so that 
we might approach them on a basis 


of working with them in an effort 
to establish their type of dealers. 
Thanks very much and again 
congratulations on a very well writ- 
ten story. 
R. C. CODER 
Advertising and Sales Promo- 
tion Mgr., Ramset Fasteners, 
Inc., Cleveland 


International note: Japanese 

investigate inquiry handling 

® TO THE EDITOR .. We are glad to 
contact you for the purpose of so- 
liciting permission for our transla- 
tion in abridged form the article 
from your periodical as _ under: 
“Four Steps to Evaluating Inquiries,” 
by Sidney Clayton, (IM, Nov. ’52.) 

We hereby take opportunity to in- 
troduce ourselves, and wish to ex- 
plain the purpose of translation. For 
more than 30 years, we have been 
in full activity in the industrial safe- 
ty, with own members of about 4,000 
firms from every line. At present, 
we are under the presidency of Mr. 
Shunzo Yoshizaka, who holds an 
additional office of directorship in 
the ILO of Japan, has long been in 
Switzerland as a delegate of ILO, 
and is the former president of the 
Chamber of Commerce and Industry 
of Tokyo. 

However, we came to the conclu- 
sion that the industrial safety and 
management in every phase be two- 
sides of same thing, and should be 
adhered to as such in so far as we 
expect the safety program on a fair 
way to success. 

So we started a new periodical, 
“International Management Re- 
view,” through which we introduce 
to our member subscribers, not ex- 
ceeding 1,000 as yet, much advanced 
way of management in the foreign 
countries, picking up adequate ma- 
terials among articles in the maga- 
zines. 

In this respect, we find that the 
aforecited of yours are very useful, 
and would like to present in ours 
subject to your approval. 


We trust that you will do a favor 
of granting us a privilege. 
KENJI INUKAI 
Editorial Dept., Japan Safety 
& Hygiene Council, Osaka, Ja- 
pan ‘ 








FIRST 

in oll 
producing 
circulation 


Write for current N.I.A.A. Market Data Book on selling this 
gigantic Oil Producing-Pipe Line Market. Address Sales Pro- 
motion Dept., P. O. Box 2608, Houston 1, Tex. 


She Wold Largest MANDUSIN Stblishers 


GULF PUBLISHING 


OFFICES 
@ Houston (6), 3301 Buffalo Drive, LYnchburg 4301 
@ New York (17), 250 Park Avenue, El Dorado 5-4012 
@ Chicago (4), 332 S. Mich. Ave., Wabash 2-9330 
@ Cleveland (15), 1010 Euclid Ave., Main 1-2550 
@ Tulsa (3), Hunt Building, 3-1844 
@ Los Angeles, W. W. Wilson Bldg., Huntington Park, Jefferson 1219 


in 1929, World 

Oil’s publisher 
compiled the first Composite Cata- 
log of Oil Field and Pipe Line Equip- 
ment. Now internationally known, 
the current edition has 5,300 pages. 
witn catalog data on 519 companies. 

More than 11,500 copies of Com- 
posite Catalog are distributed—to 
men who control 98% of the indus- 
try’s buying power. The catalog can 
be obtained only upon specific re- 
quest by oil companies themselves, 
for their buying personnel. 

Following each edition of Com- 
posite Catalog, a master “Identifi- 
cation of Buying Power” list is 
compiled. This bound volume shows 
names and titles of buying power 
personnel among more than 2,000 
oil companies, independent opera- 
tors and drilling contractors. This 
list is not for sale or public distribu- 
tion. It is not available through any 
other oil publication. But to check 
these 11,500 names against buyers 
you know, ask a World Oil repre- 
sentative to show them to you. 

You can reach these known buyers 
first through monthly World Oil. 
Yes, 93% of these men with 98% 
of the industry’s buying power are 
World Oil readers! And 7,500 read 
no other oil paper. 

Specialized World Oil is first in 
buying power coverage, first in oil 
producing circulation. Make it your 
first choice in advertising to this bil- 
lion dollar a year industry. 


editorial 
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Canadian industry is 

calling for U.S. equipment, 
parts and materials. 
Canade with the same 
language, similar customs, a 
like industrial pattern, is 

a natural, close and ready 
market for U.S. manufacturers. 
Canadian buyers respond 
readily to the EN plan of 
purchasing whereby all the 
industries constantly consult 
the most complete monthly 
report of product news and 
information... CIEN... 


LARGEST INDUSTRIAL PLANT COVER- 
AGE @ MOST INDUSTRIAL ADVERTIS- 
ERS IN REGULAR ISSUES @ MOST 
NEWS OF INDUSTRIAL PRODUCTS @ 
LOWEST COST PER THOUSAND READ- 
ERS. 


Send for free pamphlet 


“So you want to Do Business in Canada.” 
CANADIAN 
INDUSTRIAL 
EQUIPMENT 
NEWS 


Head Office: Gardenvale, Que. 


3 Villa 
i ¢ 


Atlanta, Ga.: I O. Cot 
I _ 
8: 


»burn, 
Birmingham, Mich.: Lloyd 
15858 Kuirkshire Ave . Boston . 
50 Beacon St. . Chicago 4: 
‘ oker & R. H. Irvine, 20 West Jackson 
B ird Cleveland 14: M. H. Pierce, 
3145 Superior Ave Detroit 35, Mich.: 
Don L. Prouty, 115 Handy Road . Indianap- 
olis 20, Ind.: M. Graham LeVay, 5909 N. 
Guilford Ave Kalamazoo 5, Mich.: George 
N. Boyles, 420 Potter St Los Angeles 1: 
AH. Haur Jr 000 Miramonte Blvd, . . 

Maywood, Ill.: C. H. Holden, P.O. Box 
Minneapolis, Minn.: Jack Campbell, P.O 
Box 455 New York 11: Howard Ely 
and L. Bentle West 16th St . New 
York 1 RD H c 161 sae 
Rochester 9, N. Y.: James A. Ehalt, 388 Brown- 
roft Blvd., Apt Philadelphia: G. Park 
Singer Jr Upper Darby P.O. Box , , 
Pittsburgh 22: G. H. Scoltock Jr., 1020 Farmers 
Bank Bldg Western Springs, Ill.: C. A. 

Burton, 4713 Woodland Ave. 
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trends 


A review, by business paper editors, of industry conditions 
that may influence industrial marketing procedures. 


Electronics, communications 
see big opportunities ahead 


By Glen Sutton, Electronic Equipment: John G. Reynolds, Telephone Engineer & Manage- 


ment; R. C. Reno, Telephony and Frank J. Oliver, Electrical Manufacturing. 


® MOST IMPORTANT trend in _ the 
electronics field is the swing to the 
industrial market for electronic 
products. 

Many 
are adding 
equipment and components to their 
line for the first time, thus stabi- 
lizing their business activity on a 


manufacturers 
industrial 


electronic 
electronic 


year-round basis. New companies 
are being formed solely for the pur- 
pose of producing industrial elec- 
tronic products. 

Why should a manufacturer in 
the electronics field consider the 
industrial market? Look at what 
has happened during the past four 
years. In the first nine months of 
1949, total net sales of industrial- 
type vacuum tubes reported to the 
National Electrical Manufacturers 
Association were $23,193,473. Dur- 
ing a comparable period in 1953, 
these sales amounted to $81,125,089 

. an increase of almost 31% times. 

With the increase in sales of in- 
dustrial tubes, there has been an 
accompanying increase in the sale 
and use of complete equipment in- 
corporating these tubes. This situa- 
tion shows every sign of continuing 
and expanding even further in 1954. 

The automatic 
ceived publicity in recent months 


factory has re- 


as one of the great futures for elec- 
tronics. The majority of industrial 
electronic activity in 1954 wil! be 
partial automation through use of 
electronic detectors, gages, instru- 
ments and control devices of all 
types to save time, money and labor 
in manufacturing processes. 

New industrial products will be 
developed by manufacturers with 
an eye to the future. Industry, in 
turn, will accept electronics as an 


integral part of manufacturing pro- 
cedure. 

Don G. Mitchell, chairman of 
the board, Sylvania Electric Prod- 
ucts, Inc., said recently that the 
growth of the use of electronic de- 
vices and equipment in industry 
has been gradual but is now hitting 
an accelerated pace. He said, fur- 
ther, “There are really no limits to 
what electronics can do and tech- 
nical advances are so rapid that 
every day some new way is dis- 
covered to use electronics to reduce 
costs and improve products. But the 
surface has barely been scratched. 
Tremendous opportunities lie ahead, 
both for the electronic manufac- 
turers and the users of their prod- 
ucts.” GLEN SUTTON, publisher, 
Electronic Equipment, White Plains, 
N.Y. 


Growth in Rural Phones. . Both 
in such milestones as the installa- 
tion last November of the 50,000,- 
000th telephone in the U. S. and 
completion of plans for the first 
transatlantic telephone cable, and 
in the day-to-day job of adding 
more telephone plants and provid- 
ing more service than ever before, 
the Bell System & Independent tele- 
phone companies made long strides 
of progress during the past year. 

Despite the substantial progress 
of 1953, there is still much expan- 
sion to be done. More than 430,000 
people are waiting for telephones, 
and more than 1,000,000 party-line 
customers want individual lines, or 
lines that they would share with 
fewer other people. On top of this 
is the continuing new demand for 
service. 

The movement of large industries 


Continued on page 20 








Note: 1952 investment of manufacturers in 
new plant and equipment alone $12,070,- 
000,000 according to Statistical Abstract. 


64,000 officials in these 40,000 buying 
units are the dominant influence in se- 
lecting the products purchased. They are 
the 64,000 people who regularly read 
and constantly refer to Industrial Equip- 
ment News. 


Why be satisfied to reach only some of 
these people some of the time when, 
through IEN, you ean reach all 64,000 
every month . . . where they look for 
product information . . . when they are 
looking for products like yours? 


Your sales potential is 80% of the total 
U. S. industrial market when you invest 
in IEN advertising space. Your invest- 
ment is only $150 to $160 a month. 


4/5 of all the equipment 

parts and materials which 
U.S. Industry will buy in 1954 
will be purchased by 

the 40,000 most active, best 
rated plants and buying 
Offices... 86.6% rated 

$100,000 and up; 58.7% 

rated $1,000,000 and up. 


USE THIS COUPON FOR HELPFUL INFORMATION 
The 9 items listed are all in our MEDIA DATA FILE or 


can be ordered separately 


Industrial am A 


Industrial ene News 
Thomas Publishing Company 
461 8th Avenue, New York 1, N. Y. 


Send to 


Name 
Title 
Company. 
Address. 
COMPLETE MEDIA DATA FILE []...or 


The Original 
1EN 
Founded 1933 














THE EN PLAN (1) HOW TO PREPARE 


1/9th-P 
NIAA STATEMENT g /9th-PAGE ADS oO 


INQUIRY QUALITY, 


CCA AUDIT REPORT D NOT QUANTITY 0 


ADVERTISING RATE CARD [1] inquiry CHECKING SHEET [J 


CHECK CHART FOR ADVER- 


PUBLICITY WORK SH 
TISEMENT ANALYSIS Oo ae 
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SEE HOW 3-D 
PICTURES CAN 
BOOST YOUR 


SALES 


When salesmen are equipped with View- 
Master 3-dimension pictures, they can vir- 
tually take prospects into your plant...carry 
a complete line of bulky “‘samples’”’ in their 
pockets...dramatize services as they never 
could before. Stereo pictures add magic 
realism, demand and hold attention through 
the entire sales presentation. Hundreds of 
companies, both large and small, that have 
used them, report they pack a tremendous 
selling punch. Compact, light, easy to carry 
and show. Costs only a few dollars to equip 
each salesman in most cases. 

Dealers, too, find View-Master invalu- 
able for showing products in use or taking 
“samples” into prospects’ homes. 

Get full details. Phone or write the com- 
mercial producer nearest you or use coupon. 


VISUAL SALES 
COMPANY 

230 East Ohio Street 
Chicago, Illinois 
TRI-ADS COMPANY Phone: Whitehall 4-2555 
1027 N. Western Ave 

Hollywood, California 

Phone: Hempstead 5787 


NEO-PHOTO 

33 West 46th Street 
New York, N. Y 
Phone: Plaza 7-8566 


STEREO 
SELLING 


B® Sawyers inc 


r. COR A NS A 
SAWYER'S INC., Dept. 1M 


Portiond 7, Oregon 
Please send information about 
3 dimension pictures tor commer 
| Company Nome___ 
a ee 
7 a — | 


t By. ee P 


ee ee | 
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into the smaller communities is add- 
ing to the demands upon the small 
exchange owner for modern tele- 
phone service. 

The Rural Telephone Loan pro- 
gram of the Rural Electrification 
Administration (REA) has become 
a major factor in the expansion and 
improvement of rural telephone 
service. Since November 1, 1949 
and to November 1, 1953, REA has 
had available for telephone loans a 
total of $192,736,718. 

Industry members believe this 
rate of gain in telephones per 100 
population will continue. Therefore, 
in 1960, there should be 38 tele- 
phones per 100 of population or 
over 64,500,000 telephones. JOHN 
G. REYNOLDS, managing editor, Tele- 
phone Engineer & Management, 
Chicago. 


Plant Investment Soars .. The 
telephone industry, composed of the 
Bell System companies and 5,000 
Independent companies (non-Bell 
owned or controlled), in 1954, faces 
a continuation of the unprecedented 
growth it has experienced during 
the last 10 years . . the greatest in 
its 78-year history. 

In 1953, Bell companies spent $1.4 
billion and Independents between 
225,000,000 and 250,000,000 for new 
construction, and it is anticipated 
that at least similar amounts will be 
expended in 1954. 

There has been a rapid trend to 
dial service, both in metropolitan 
and rural centers, making for a 
faster and more reliable local and 
long distance service and solving 
the problem of recruiting and main- 
taining an unusually large female 
personnel. At the end of 1953, 81% 
of all Bell telephones and 59% of all 
Independent telephones were dial. 

There has been an increase in so- 
called nationwide operator toll dial- 
ing facilities, whereby long distance 
operators can dial local numbers 
directly from distant cities without 
having to go through other opera- 
tors at intermediate points. This 
makes for greater use and more 
efficient and faster handling of 
long distance service. 

The installation of the first trans- 
atlantic telephone cable is in the 
future. An agreement was signed 


recently by the American Tele- 
phone and Telegraph Co. and the 
governments of Canada and Great 
Britain providing for the construc- 
tion of this cable at a cost of $35 
million. It will supplement present 
overseas short wave radio circuits, 
and quadruple the number of voice 
circuits between the United States 
and England. . . R. Cc. RENO, vice- 
Telephony, 


president and _ editor, 


Chicago. 


Automatic Controls . . Like many 
other fields of product development 
engaged in by readers of Electrical 
Manufacturing, electronics and 
communications tie in with the 
long-term growth in the application 
of electricity. In the industrial field, 
electronics will major 
factor in the central theme of cen- 
tralized control as associated with 
the magic words, “automation, au- 


become a 


tomatic factory, or automatic pro- 
duction, and cybernetics.” 

The definite emergence of instru- 
mentation . . control, measuring and 
recording instruments . . continued 
to be one of the significant develop- 
ments in production techniques in 
1953. Investment for such equip- 
ment more than eight 
times over the prewar rate. Yet 
except for certain process indus- 
tries, the automation idea has been 
applied only on a relatively limited 


increased 


scale. 

The real motor story for 1954, 
however, is in a complete redesign 
of industrial motors, representing 
the biggest step taken by motor 
manufacturers in over 10 years. 
Roughly twice the horsepower will 
be incorporated in a given housing 
or “frame.” This is made possible 
through the development of new in- 
sulating materials, improved effi- 
ciency and better cooling methods. 
The basic design norms were set up 
on an industry basis but individual 
motor manufacturers are left a wide 
margin for distinctive design fea- 
tures in meeting the ¢ssigned horse- 
powers. The first two sizes in the 
new series are just beginning to ap- 
pear on the market. Future ma- 
chine designs are bound to take ad- 
vantage of the smaller power pack- 
age provided. FRANK J. OLIVER, 
editor, Electrical Manufacturing, 
New York. a 
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One of the most important assignments you can give 
your advertising to the metalworking industries is that 
of influencing the key engineering and manufacturing 
executives who are “out” to your salesmen, but who 
have the power to say “thumbs up” or “thumbs down” 
when the purchase of your product is discussed. 


By combining 80% paid circulation with 20% Directed 
Distribution, MACHINERY concentrates its circula- 


. tion among these inaccessible, but mighty important 

S E L l TH F M F # executives, who often cannot be reached in any other 
way. Your advertising in MACHINERY reaches the 

WI TH T] E TO p 0 W E R » «a men who make the buying decisions... in the plants 
. that are doing the bulk of today’s buying of metal- 


working machines, tools, materials, unit parts and 
equipment. 


@ =x 
PUBLISHED BY THE INDUSTRIAL PRESS, 148 LAFAYETTE ST., NEW YORK 13, N. Y. 
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when machines 
work faster 


and cheaper 


...it saves the day for 
public works engineers 


When cities and counties find better 
and cheaper methods of maintaining 
pavements ...and PUBLIC WORKS 
reports it . . . that’s money-saving 
news for highway engineers. When 
PW explains new construction 
methods for water mains and sewer 
lines . . . that shows the water works 
superintendents and city engineers 
what new equipment will do. 


In every phase of their many-sided 
jobs, engineers in cities, counties and 
states get the facts about mechaniza- 
tion and labor-saving machinery in 
PUBLIC WORKS... in a steady 
flow of authoritative articles. Only 
PW does such a complete editorial 
job for the men who write the specs 

and influence the orders—for ma- 
chinery, equipment and materials. 
That's why engineers read it and use 
it more than any other magazine in 
the field . .. why they buy more from 
its advertising pages. 


more pull 


A pipe cleaning company* says: 
“PW brought seven contract 
jobs in a few months” 


*Name on request 


in’ 
‘ 4 
RN 
SAAN 
Most useful engineering 
magazine for cities 
counties and states 


310 East 45th St., 
New York 17, N.Y. 


22 / Industria Marketing 


from Washington 





Weeks works to sell Congress 


By Stanley E. Cohen 


® SECRETARY OF COMMERCE Sinclair 
Weeks is staging an all-out effort to 
“sell” Congress on the importance 
of taking a census of manufactures 
and business to cover 1954. 

This is no easy assignment, for 
Congress is taking a “show me” at- 
titude toward every appropriations 
request these days. Moreover, 
there is a strong group in the House 
Appropriations Committee which 
thinks of census reports as a game, 
akin to stamp collecting. 

Last year this group knocked out 
funds for the completion of cen- 
suses which were scheduled for 
early 1954, covering 1953. The ac- 
tion scuttled nearly $2,000,000 which 
the government had invested in 
preparation for those studies. 

In his effort to re-establish a cen- 
sus program, Secretary Weeks is 
relying heavily on a report filed by 
a special committee, under Dr. 
Ralph Watkins, director of research 
of Dun & Bradstreet, which was 
set up by the Department of Com- 
merce to evaluate the work of the 
Census Bureau. 

The Watkins committee, composed 
of prominent economists and re- 
searchers, warned that the elimina- 
tion of censuses deprived business 
management of vital information 
essential for intelligent 
It urged that the censuses be re- 
stored as quickly as possible; and 
backed up the recommendation with 


decisions. 


nearly 900 pages of testimonials 
showing how census reports help 
the management of the nation’s 
leading businesses. 

Despite the enthusiasm of the 
Watkins Report, the Sécretary has 
no easy task. Because of an un- 
usual leg‘slative situation his pro- 
posal for 1954 censuses must take 
two trips through the legislative 
mill. 


Under existing law, censuses of 


manufactures and _ business are 
authorized for years ending in “3” 
and “8.” Before censuses can be 
taken for 1954, Congress must pass 
a special authorization bill. After 
Congress approves the special au- 
thorization, the Secretary has to go 
back, and induce both Houses to 
vote the necessary funds. 


Balanced Postal Budget? .. 
President Eisenhower has dangled 
the prospect of a balanced postal 
budget before the Congress . . but 
it is bitter medicine. 

Through the introduction of new 
procedures, plus some sharp in- 
creases on parcel post, Postmaster 
General Arthur Summerfield has 
reduced the Department’s operating 
deficit from $660,000,000 for the year 
ending June 30, 1953, to a prospec- 
tive $329,000,0000 for 12 months 
ending June 30, 1955. The Presi- 
dent believes that this remaining 
deficit will disappear if Congress 
goes along with the administration 
plan for 4¢ out-of-town letters, and 
a series of increases for second and 
third class. 

Actually the President has over- 
simplified the issue. Even if mem- 
bers of Congress were to agree to 
politically unpopular rate increases 
there is little possibility that the 
post office budget would be bal- 
anced. Postal workers are drum- 
ming up support for a wage hike, 
and members freely concede that a 
rate bill would undoubtedly lead to 
a postal pay bill. If the postal 
unions have their way the pay hike 
would be $800 per man. That would 
mean a $400,000,000 increase in pos- 
tal operating costs. 


Parcel Post Turmoil . . There’s 
a determined effort underway to do 
something about the turmoil that 
has surrounded parcel post rates in 
the past few years. Because they 
are controlled by the postmaster 


Continued on page 24 








WHAT ABOUT 


py Themes 


IN INDUSTRIAL ADVERTISEMENTS? 





DOMINANT THEME NUMBER 
(Predominating both in OF 
lead position and length) ADS 


INDEX OF “READ MOST” READERSHIP 
AS CLASSIFIED BY DOMINANT COPY THEME 


(Basis: 913 one-page black-and-white industrial advertisements) 


“Read Most” 


(100= Average of all corporate ads) 
751900 go 





Product Announcement 37 
Product Characteristics 241 
< Product Application 203 
Product Line 45 
| Product Benefit 237 


PUBLIC SERVICE 
or Distribution Facilities 
ena aps. 9 Manufacturing Facilites 
| ote Corporate Ads 
LITERATURE OFFER 


(Featured) 


PRODUCT 
763 ADS 








REESE sot. epee || 4 


NRE RARE oe 77 


17 other ads had no copy and could not be included. 


128 
122 
121 
121 

16 


124 








TO DETERMINE the extent to which a par- 
ticular type of copy theme influences industrial 
ad readership, McGraw-Hill Research analyzed 
Starch Readership reports of all one-page, 
black-and-white advertisements in the 1952 
issues of Power and Factory Management. 


THE RESULTS showed that when the adver- 
tiser talked about his product he averaged 20°; 
more readership than when he talked about his 
facilities, skill or prestige. Advertisements fea- 
turing product ‘“‘news”’ (new developments, new 
products) received highest readership. In the 
“corporate” classification advertisers did Lest 
when talking about distribution facilities. As a 


group, the seventeen ads featuring literature 
offers were the least read. 

CONCLUSION: This study (fully covered 
in Data Sheet #3232.1) shows that copy which 
deals specifically with the product and its appli- 
cations is preferred by readers of business 
publications. 

TO SERVE YOU: The Laboratory of Ad- 
vertising Performance is one of many ‘“‘services”’ 
maintained by the McGraw-Hill organization 
for its advertisers. If you want facts on subjects 
related to business paper advertising perform- 
ance and effectiveness, ask your McGraw-Hill 
mar, or write our Research Department. 


McGRAW-HILL PUBLISHING COMPANY, INC. 
Ap) 330 WEST 42nd STREET, NEW YORK 36, N.Y. @ WS ee 


BEd OQ. CART eS FOR 


BUS INES S 


1N FORMATION 
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ByiLp CONFIDENCE 


That's why more Advertisers choose 


THE NATIONAL PROVISIONER 


to do their QOlling job! 


it's almost automatic! When advertisers 
want to reach. . .and SELL the $15 billion 
dollar Meat Packing Industry. . .they choose 
and use THE NATIONAL PROVISIONER. 


The reason is simple enough. Readership 
is a POSITIVE thing with the NATIONAL 
PROVISIONER. The timely news and ed- 
itorial content of the NATIONAL PRO- 
VISIONER gathered for weekly publication 
by an editorial staff of experts in their re- 
spective fields. . .holds the readers’ atten- 
tion and influences their buying decisions. 


And it is this readership. . POSITIVE READ- 
ERSHIP*. . .which has attracted consider- 
ably more advertising than printed by any 
other publication in the field. This is the 
reason 'WHY'. . .the reason more and more 
advertisers rely on N. P. to reach. . .and 
SELL their products to the industry. 


N. P.’s consistently high renewal percentage based on 
2 one-year subscription — 87.36% — is the greatest 
proof of readership! 


MARKET and MEDIA DATA FILE 


Completely new ... 
gives data on mar- 
ket served, annual 
production, cover- 
age of buying in- 
fluences, circulation, 
subscriptions, renew- 
als, editorial analysis 
and advertising. 
Write for FREE 
copy. 


Lo - wre melee 


Prin 





soma pay pen Frey nem — 18 open pee em 





15 WEST HURON ST., CHICAGO 10, 
New York 17 — 18 East 41st St. 
San Francisco 5 — 625 Market St. 
los Angeles 5 — 3727 W. 6th St. 
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general 
the Interstate Commerce Commis- 
sion . . parcel post rates have in- 
creased three times for a total hike 
of 100° since 1948. Other 
controlled by Congress, have in- 
creased far less drastically. 

The special advisory council of 
prominent which studied 
the postal service for the Senate 
Post Office Committee concluded 
that the existing diffusion of au- 
thority is unfair to parcel post, and 
unsound from the standpoint of the 
advisory 


classes, 


citizens 


postal service. As _ the 
group sees it all classes of mail are 
interwoven in the economic fabric, 
with solicitation by third class stim- 
ulating orders by first class and de- 
livery by parcel post. The advisory 
council contended that Congress 
alone is qualified to determine the 
rates that should be charged for 
postal service. 

The advisory 
Congress to eliminate 
on parcel post size and weight which 
were introduced in 1950. The coun- 
cil said the limitations deprived the 
post office $50,000,000 of 
revenue, and seriously inconveni- 
enced the public. 


council also urged 
restrictions 


of over 


Service Aids Defense Plants. . 
Department of Commerce is busily 
building up the prestige of its Busi- 
ness and Defense Services Admin- 
istration. Built on the skeleton of 
the defunct National Production 
Authority, this new branch of 
commerce department has some 25 
industry divisions. Their job is to 
help industry find the answers to 
defense and other problems which 
involve government. 

Some of these industry divisions 
will be producing statistical mate- 
rial of interest to marketers. Chem- 
ical and Rubber Division, for ex- 
ample, is contem»lating an annual 
study establishing the distribution 
pattern for some 30-odd chemicals. 
Similarly the building materials and 
construction division has been 
asked to find ways to eliminate some 
of the confusion that has been 
stirred up as a result of the multi- 
tude of fragmentary construction 
reports which are issued by a mul- 


subject to approval of 


titude of uncocrdinated government 
and private sources. 


Taxes Uncertain, But .. Few 
subjects are less certain at the pres- 
ent session of Congress than taxes. 
But barring the unforeseen it seems 
probable that a tax reorganization 
bill of far-reaching importance will 
be on the books before the session 
ends. 

This reorganization bill will in- 
clude new procedures for capital 
goods depreciation which should 
encourage industry to retire its out- 
of-date tools in favor of new and 
more efficient equipment. The tax 
reorganization bill is also expected 
to have a number of sections im- 
portant to individuals. For example, 
it will attempt to end the double 
taxation of stock dividends. It is 
also expected to liberalize enter- 
tainment and travel deductions for 
salesmen. 


Prosperity In ‘54 . . Nothing that 
has happened since the beginning 
of the year has caused government 
economists to back away from their 
prediction that 1954 will be only 
fractionally less prosperous than 
1953. 

There has been some tapering off 
of factory payrolls. But retail sales 
have been standing up well. Econ- 
omists say won't shut 
down very rapidly if goods continue 
to move off store shelves. 

Commerce Department and Se- 
curities Exchange Commission have 
estimated that expenditures for 
plant and equipment in 1954 will 
equal 1953’s $28 billion. Utilities 
and commercial groups are increas- 
ing their spending. Petroleum in- 
dustry expenditures will equal 1953. 
Rails, chemicals and textiles will 
cut back a bit. 


factories 


SBA Aids Government Sales. . 
If you sell to government, you can 
get the answer to your packaging 
problem by visiting one of the 30 
field offices of the Small Business 
Administration. In an effort to help 
small firms, SBA, with the aid of 
military packaging experts selected 
324 government packaging and 
packing specifications of greatest 
use. These specifications are on file 
at the field offices where they can 
be conveniently consulted. * 





Whether your petroleum market is specialized or 
industry-wide . . . The Petroleum Engineer’s four- 
editions plan meets your needs. Take PE’s Refining 
and Petrochemical Package for example. It delivers 
your selling message to 4,072 key operating-engi- 
neering men in the specialized Refining and Petro- 
chemical Edition. And to 3,778 top operating execu- 
tives through the Combined (management) Edition. 
Each gives the advertiser the coverage of his choice 

. and added visibility through PE’s compact 
monthly editions. All this plus PE’s convenient “buy 
only the circulation you need” rates makes PE clearly 
your best petroleum industry advertising buy. Here’s 
how easily you can select your own “made to 
order” petroleum industry coverage: 


FOR SPECIALIZED COVERAGE: 


For Specialized Coverage: If your products or serv- 
‘ices are sold in just one division of the petroleum 
industry, buy space in one of these three specialized 
editions: Drilling and Production Edition or Refining 
and Petrochemical Edition or Oil and Gas Pipelining 
Edition. Now, in addition, and at no extra cost, your 

> advertisement placed in any one of these Specialized 

= Editions is also distributed to an all-important seg- 
ment of additional subscribers by the Combined Edi- 
tion. This edition is simply a composite of the three 
specialized editions, subscribed to by all those oper- 
ating men who prefer editorial coverage of the entire 
industry. 





This means that a drilling-producing ad goes in two 
editions to 14,792 ABC subscribers; a refining-petro- 
chemical ad goes in two editions to 7,850 ABC sub- 
scribers; an oil and gas pipeline ad goes in two 
editions to 7,045 ABC subscribers. You pay only for 
the coverage you want. You reach both the Spe- 
cialized and Combined interest reader in the edition 
of his preference. 


FOR \.1-) COVERAGE: 


For ALL-Industry Coverage: Each of PE’s three Spe- 
cialized Editions ... and PE’s Combined Edition .. . 
¢ ove r - contains a General Section of editorial interest to 
all petroleum readers. If your product or service 
demands all-industry coverage, you buy space in this 
sel ek General Section. This means your all-industry ad 
goes in all four separate PE editions ... to 22,131 
ABC subscribers at a modest “across the board” rate. 


= All four editions are published monthly .. . released 
THE PETR Oo LEUM REFININ G simultaneously . .. with only one plate required. 
PETROCHEMICAL MARKET For complete information about The Petroleum 
Engineer’s Four-Editions Plan and rates ... write 


j TODAY for your copy of “Better Coverage”, Box 
‘ 1589-C, Dallas, Texas. 


‘ \ 
j 
not 1—not 2—not 3 


; | \ | 
) @ \ ; . ‘ 
Engineer WAAR cures 


P. O. BOX 1589 DALLAS, TEXAS 


PASADENA, CALIFORNIA: Richard P. McKey, 465 E. Union 


St., RYan 1-8779, NEw york: Joe B. Woods, 52 Vanderbilt APRIL \ PE’s Refining -Pemodhoniont Progress Issue . . . summer- 
- 7 ly ‘ izing advances in technology and economics . . . new processes, 
Ave., MUrray Hill 4-1880, cnicaco: E. V. Perkins, 53 equipment and construction development. Make your space reser- 


W. Jackson Blvd., HArrison 7-6883, paLttas: Abbott vation now! Copy deadline March 1. 
Sparks, STerling 4403. 
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news 


of industrial sales and advertising 


Kearney & Trecker launches 
plan to free working capital, 
stimulate ultimate sales 


@ MILWAUKEE A new plan for 
leasing machine tools has _ been 
launched by Kearney & Trecker 
Corp. as a means of stimulating ul- 
timate sales. 

It’s a merchandising plan with a 
capital “M.” 

Company president Francis 
Trecker said that the plan offers 
two major benefits to users: (1) 
it offers users a chance to test 
equipment for a year or two on a 
rental before deciding on 
whether to purchase and (2) it en- 
ables users to put a fleet of machines 
into operation immediately without 
a major expenditure, when working 
capital is not easily available. 

“From Kearney &_ Trucker’s 
standpoint, it is something for our 
salesmen to talk about,” he said. 


basis 


Announcing 


KEARNEY &TRECKER'S pss" == 
TOO-LEASEPROGRAM gg === 


The most significant 





opportunity ever offered 
machine tool users! 


Brace 


Pushes Lease Plan. . This spread in business publicat 


& lreckers innovation 1 lease 
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“It is a natural for our salesmen 
and distributors in getting a foot in 
the door, to talk to customers and 
to visit their plants.” 

The lease program includes a ma- 
jor plan .. Plan A .. and two al- 
ternatives Plans B and C. All 
are seven-year plans, but each in- 
volves different rental terms. 

The company hopes to persuade 
lease customers to purchase the 
equipment after they have leased it 
for a year or several years. Under 
each plan, the renter can apply part 
of what he has paid in rental to- 
ward purchase of the equipment. 

For instance, under Plan A, the 
renter can pay 25% of the list price 
of the equipment as rental for each 
year during the first three years. 
At the end of the third year, he 
can then purchase the equipment 
outright for an additional 45°% of 
the list price. 

Under alternate Plan B, he can 


Re oO W..501 can rent new 


Kearney & Trecker machine tools! 


Here’s what that means to you — 


TOOL -LEASE 
GVES YOU 3 
PLANS TO 

CHOOSE FROM — 





3 Kearney 


nail piece. 


rent the equipment at a slightly 
higher rental . . 30° for the first 
year and 25°, during the second 
year .. and purchase the equipment 
at the end of the second year at 
60°. of the list price. 

Company spokesmen said _ that 
Plan A is the fundamental plan, and 
that Plans B and C were developed 
to accommodate the renters who in- 
evitably will say that “I like the 
plan, but it would suit my needs 
much better if you would alter it 
somewhat as follows . . ete.” 

Under the program, Kearney & 
Trecker dealers will get a corre- 
sponding percentage of their usual 
commissions. Thus, when the cus- 
tomer signs up for a rental at 25% 
of list price in the first year, the 
dealer will get a corresponding per- 
centage cut one-fourth of his 
commission on full list price. 

Mr. Trecker declined to estimate 
how much capital will be needed to 
finance the program, but he said 
that “several million dollars” worth 
of rentals can be accommodated 
easily. The company’s bank, which 
will provide the capital, said that 
the more rentals the better because 
“we will be glad to collect the in- 
terest.” 

R. A. Perkins, controller of Kear- 
ney & Trecker, 
ities may be involved, but that ‘“no- 
body knows” what they may in- 
It will be up to the federal 


said that tax legal- 


volve. 
government, he said, to figure out 
how to assess taxes involving the 
rentals and ultimate purchases. 

As far as delivery is concerned, 
renters will be placed on the wait- 
ing list with equal priority with 
outright purchasors, Mr. Perkins 
said. 

Although plans have 
cropped up in various industrial 
fields (see p. 124), this is claimed 
by Kearney & Trecker as the first 
in the machine tool, and particular- 
ly in the milling machinery, field. 


rental 


Profits tax death will raise 
some budgets, Wynkoop asserts 


® cHicaco . . Expiration of the ex- 
cess profits tax will bring cuts in 
advertising for some companies but 
will signal increased advertising 
and sales efforts for “sales minded” 
firms, according to N. O. “Dutch” 
Wynkoop, vice-president and con- 


Continued on page 28 
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assures live circulation. Every person on WESTERN 
INDUSTRY's circulation list receives a ‘Verification Notice’ form at regular intervals. He is asked to 
verify the accuracy of his name, title and address as it appears on our list. He is asked whether he 
reads WESTERN INDUSTRY and finds it useful, and if he wishes to continue receiving it. Those who 
do not return signed verification notices, or who answer ‘‘no” to either of the last two questions, are 
dropped from the list. 


Question 4 
on our verification notice asks ‘‘about how many people read your copy?’’ Answers show an average 
of 5.9 readers per copy — indicating a total readership of well over 55,000! 


For top coverage of the nation’s No. 1 industrial growth market, put 
WESTERN INDUSTRY on your national schedule NOW! 





For latest circulation and market data, 


call our nearest District Manager. FEATURE ISSUE S; 1954 





A KING PUBLICATION 


* 609 IMISSION ST., SAN FRANCISCO 5, CALIF. JANUARY—Review & Forecast 


MARCH—iMetals & Metalworking 


DISTRICT MANAGERS: JUNE—Plant & Maintenance - 


NEW YORK—Richord J. Murphy SAN FRANCISCO—V. C. Dowdle : 7 
107-51 - 131st St., Richmond Hilf-19 609 Mission St., S. F. 5, Calif. AUGUST— Materials Handling 
Telephone JAmaica 9-265! Telephone YUkon 2-4343 . ‘ 
CLEVELAND -Cifiord B Geowse LOS ANGELES—J. E. Bodgley All issues published 15th of month, 
149th St., Cleveland 20, Ohio 128 So. Monsfield, L. A. 36, Cal. : 
Telephone SKyline 1 anal Telephone WEbster 8-8512 close 25th of preceding month. 
CHICAGO-—A. C. Pi PAC. N. W.—Arthur J. Urbain 
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troller, McGraw-Hill Publishing Co. 

“Advertising has a purpose in 
selling, as always,” Mr. Wynkoop 
told a meeting of the Chicago Busi- 
ness Publications Association, “and 
that will be seen by sales minded 
companies.” 

He said there will be cutbacks in 
advertising by companies governed 
by the “banker’s mind” . . those 
who believe that “dollars in the 
bank are most important.” 

Mr. Wynkoop viewed advertising 
as “spending money to make money 
in the most effective way.” He 
said the end of the excess profits 
tax “gives us the opportunity to 
sell and to sell better.” 

Mr. Wynkoop spoke of budgeting 
plans as “timetables of operation” 
and said they are valuable to see 
whether “you are moving along at 
the anticipated rate and if not, to 
show what you can do about it.” 

The important thing, he said, is 
always to “budget for profit.” 

One of the best ways to start, he 
said, is to decide what profit you 
want to make, then figure what 
sales volume will be needed to 
achieve that profit . . and what you 
must do to get the volume. Some 
managements, he observed, follow 
a reverse procedure. 

Referring to business paper pub- 
lishers, he said: 

If you find that a 10 or 15 or 
20% drop in saies will bring you to 
the breakeven point, then you’re in 
trouble. You have to do something. 
I don’t know what, because each 
publication’s problem is different 
and must be solved individually 
but you had better do something.” 

He said printing, labor and paper 
costs probably would continue to 
increase and in order to meet those 
increased costs, business paper pub- 
lishers must re-evaluate the serv- 
ices they offer and see what can be 
eliminated. 

“Some advertisers are running 
publications poor with the demands 
they make,” he said. 

Fixed costs, he said, will go up 
more slowly than other costs. He 
exnectedé paper costs to rise 2% or 


3%. 


O'Brien 


O’Brien named president 

of Rogers Publishing Co. 

® DETROIT Richard H. O’Brien 
has been elected president, Rog- 
ers Publishing Co., Detroit, succeed- 
ing T. A. Rogers, founder of the 
firm, who becomes chairman of the 
board. 

The changes represent a major 
realignment of administration in the 
firm, which was started in 1946. 

Mr. O’Brien, who formerly headed 
the company’s New York office, has 
been with Rogers two years. Other 
promotions: 

Joseph F. Ryan, eastern manager, 
was appointed a vice-president. E. 
J. Massard, former managing editor 
of Design News, was named editor. 
Robert G. Smith moved up from 
managing editor to editor of Pur- 
chasing News. 


Survey shows good buys 
in productive equipment 
® cHICAGO .. Productive equipment 
is a good buy these days, accord- 
ing to a study by the Machinery & 
Allied Products Institute, Chicago. 

The study compared the price of 
equipment with wage rates and 
plant building costs and found “the 
ratio between equipment prices and 
wage rates is 23° lower than in 
1940, while plant building costs are 
currently as high relative to wage 
rates as in prewar years.” 

The institute said the current 
“sood deal” for productive equip- 
ment buyers resulted from increas- 
ing productivity of machinery and 
equipment makers. 


Association of associations 
will push electrical sales 
® NEW yorK .. An association made 
up of other associations has been 
formed in the electrical industry. 
The new organization is the Con- 
ference Group on Coordination of 
Electrical Industry Sales and Pro- 
motional Programs. Its announced 
purpose is “coordination of electri- 
C page 30 
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* New NIAA Outline Market Data Book tells how, who, 
what of this industry. For your copy, write Sales Promo- 
tion Dept., P. O. Box 2608, Houston 1, Tex. 


She Would Largest MANDUSTRY Siblishers 
GULF PUBLISHING COMPANY 


OFFICES 
Houston (6), 3301 Buffalo Drive, LYnchburg 4301 
New York (17), 250 Park Avenue, El Dorado 5-4012 
Chicago (4), 332 S. Mich. Ave., Wabash 2-9330 
Cleveland (15), 1010 Euclid Ave., Main 1-2550 
Tulsa (3), Hunt Building, 3-1844 
Los Angeles, W. W. Wilson Bldg., Huntington Park, Jefferson 1219 


FIRST 
in paid 
refining 

circulation 


/e. authentic market data 
on the billion dollar a 
year Refining Industry, check first 
with Petroleum Refiner. 

Here you can use the resources of 
the nation’s best oil industry library. 
A field-trained editorial staff gives 
you the advantage of their numerous 
information contacts. And you have 
reference to the accumulated knowl- 
edge of a magazine that for 30 years 
has published the technical achieve- 
ments of the greatest names in the 
industry. 


In addition, much research infor- 
mation is condensed annually in 
Petroleum Refiner’s Market Data 
Book.* This study outlines clearly 
the sales approaches, equipment 
used, buying power personnel 
interprets trends, makes accurate 
forecasts, pinpoints your market 
for you. 


Petroleum Refiner is the first 
source of Refining Industry market 
data. And its 12,000 paid subscribers 
give it first rank in Refining-Natural 
Gasoline - Petrochemical circulation. 
Here, then, is your first choice for 
advertising effectiveness in this 
industry. 


ALA 
in 
advertising 


FIRST value 


in 
editorial 
quality 


4051 
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Shows area of each state in ratio to 

ts industrial value. M.P.A. covers the 
“Heart” exclusively! J / 


PURCHASING AGENT 














M.P.A. offers a cure 
in the $90-Billion 
Industrial Midwest 


to industry, your salesmen's ‘Thumb- 
Twiddles’’ cost you more in the great ‘Heart of 
Industrial America’! ''Thumb-Twiddles'’ is lost 
selling time . . . cold calls, prospect develop- 
ment red-tape, etc. Here in the world's richest 
concentration of industrial purchasing power, 
where quick sales pay off bigger than anywhere 


else on Earth, M.P.A. offers you a short-cut. 


As ofticial organ of the powerful P.A. Associa- 
in the ““Heart,"’ M.P.A. is ‘must’ reading 


tor all members—the men who buy, it puts your 





sales message through to P.A.'s like no other 


publication can—promotes prospects, paves way 





tor hot sales calls. A fraction of the cost of your 
salesmen's 'T-T's" will pay the bill. Then watch 
your sales jump. That's why those who know are 
aying You're IN with M.P.A.!' 


A few of the ‘national’ advertisers wko use over 50% 
of the space: mani 7 
oebling’s Standard Oil 

Tube Turns Cities Service vimesy Manin ; ae Sor 

Chase Brass American Box P http |) Roster Issue 
Bridgeport Hinde & Dauch ; (Containing 
Nicholson File Scovill Brass Robt. Gair ‘ P. A. list) 

Assoc. Spring American Brass Osbyrn Brush on your 

Nat'l Malleable Nat'l Screw Ohio Injector letterhead 
Wickwire-Spencer Reliance Elec. Blaw-Knox A 


SMADWEST 
= WR RCRASING 
ASD 


639 Penton Building 
Cleveland 13, Ohio 
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cal industry sales and promotional 
programs.” 

Charter members are’ Edison 
Electric Institute, International As- 
sociation of Electrical Leagues, Na- 
tional Association of Electrical Dis- 
tributors, National Electrical Con- 
tractors Association, National Elec- 
trical Manufacturers Association, 
and National Appliance and Radio- 
Television Dealers Association. 

J. R. Hartman, vice-president, 
Cincinnati Gas & Electric Co., is 
temporary chairman of the organ- 
ization. 


4 % , 
Dp tee SP 


Top Salesman... William L. Creak- 


baum (right) receives a check and citation 


as the top salesman of 1953 
tive division, Martin-Senour 
Don A. Seeley, divi- 

nade the presentation. Mr. 

Michigan territorial man- 


iivision. 


Pittsburgh public relations 
chapter elects new officers 

® PITTSBURGH . . William H. Collins, 
advertising director, Dravo Corp., 
Pittsburgh, has been elected presi- 
dent of the newly formed Pitts- 
burgh chapter of the Public Rela- 
tions Society of America. He also 
will be a director of the national 
association. 

W. Everett McLaine, public rela- 
tions director, United States Steel 
Corp., was elected vice-president; 
Stanley R. March, public relations 
director, Carnegie Institute of Tech- 
nology, Pittsburgh, treasurer, and 
M. K. Mellott, president, M. K. 
Mellott Co., Pittsburgh, secretary. 


Continued on page 32 
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WHAT IS THE MARKET ? 


It is the plant operating group—the 
plant engineer, his staff, and operations, 
maintenance and purchasing men. This 
is the group that specifies and buys the 
5 billion dollars’ worth of plant opera- 
tions goods sold yearly to keep plants 
producing in 22 basic industries. Goods 
include materials handling equipment, 
maintenance and repair supplies, safety 
devices and sanitation equipment. 


HERE'S HOW INDUSTRIAL MAINTENANCE 
COVERS THIS MARKET 


It does the job both geographically and 
circulation-wise. Its distribution equals 
plant distribution in every geographical 
section of the country. Its over 70,000 
controlled circulation is the largest in 
its field. Of its readers: 


e 31,363 are plant operations, 
engineering and production men 


e 22,769 are maintenance officers and 
supervisors 


e 8,720 are purchasing officials 


e 8,516 are plant management and 
administrative men 


INDUSTRIAL MAINTENANCE 
REACHES THE PLANT OPERATING 
GROUP IN 22 FIELDS 


Automotive * Buildings, Institutions « 
Chemical e Coal, Petroleum « Distri- 
bution « Electrical e Engineering * Food 
e Government « Leather « Metalworking 
e Mining, Smelting »« Paper « Plastic « 
Rubber « Shipbuilding « Stone, Clay, 
Cement « Textile » Tobacco « Trans- 
portation « Utilities « Woodworking 


We’ve Changed Our Name 
to Match Our $5 BILLION Market! 


Now It’s... 


Industrial 
Maintenance 


\ AND PLANT OPERATION 


INDUSTRIAL MAINTENANCE GOES 
ONLY TO LARGER PLANTS 


It is published independently and sent 
under controlled circulation to the plant 
operating group in more than 48,000 
qualified plants. CCA qualification 
requires a minimum of $50,000 Dun & 
Bradstreet rating or 50 employees. 


TABLOID FORMAT PROVIDES 
HIGH VISIBILITY 


It has the format that invites reading, 
and the contents that fill a need. It is 
a horizontal inquiry-type monthly. 
Editorially, new product items and 
factual articles are slanted to give prac- 
tical information on plant operation. 
Reader response, measured by product 
inquiries received, has proved this for- 
mat and editorial practice a success. 


INDUSTRIAL MAINTENANCE OFFERS 
4 UNIQUE SERVICES 


It provides no-cost copy service for 
advertisers. Geographical mailing 
service, including verified lists and 
addressing, is available at nominal cost. 
It features a Reader Service Department 
prepared to answer questions on equip- 
ment, method and techniques of plant 
operation. The results of market 
research surveys are available at no cost 
to readers and advertisers—they are 
continuing surveys of the buying pat- 
terns and functions of the plant 
operating group. 


ITS ADVERTISING RATES ARE LOW 


Rates for any given space unit are lower 
in terms of cost-per-thousand readers 
than those of any comparable medium. 
In addition to 1/9 and 2/9 page units, 
Industrial Maintenance advertisers may 
use 3/9, 4/9 (7’’x10’’), 6/9 and full page 
units. Standard 4-A colors are available, 


INDUSTRIAL MAINTENANCE 
IS GROWING—FAST 


Advertising volume for the first 10 
months of 1953 is 9% ahead of that for 
the same period in 1952. Volume for the 
year 1952 showed a gain of 30% over 
that for 1950. And INDUSTRIAL 
MAINTENANCE has a renewai rate 
of 87% among its advertisers. 


THERE IS MORE TO THE 
INDUSTRIAL MAINTENANCE STORY 


Detailed facts about Industrial Main- 
tenance coverage, features, services, 
history, rates and policies are available. 
Write for our new booklet, “Industrial 
Maintenance...the Way to Reach 
70,000 Plant Operating Readers.” 





Industrial Maintenance 
AND PLANT OPERATION 


MAINTENANCE PUBLISHING CO. 


e PHILADELPHIA 4, PA. 
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“according to 


Ceramic Bulletin... ~ 


\ \ HEN ceramists gather — for 


the more than 85 American Ceramic 
Society meetings each year — the re- 
sults of actual experiences, expressed 
in Ceramic Bulletin, very often. are 
mentioned to add authoritatively to 
the conversation. Ceramists, in every 
phase of the multi-billion-dollar ceram- 
ic industry, know that The Bulletin’s 
editorial material is accepted as the 
most accurate, timely information 
available. 

Because The Bulletin holds such a 
high position throughout the indus- 
try, back issues are kept for months 
and months as a readily accessible 
source of “text book” data. It is this 
strong staying power and constant 
reference to back issues that enables 
The Bulletin’s advertisers to make 
multiple-sales contacts — an oppor- 
tunity to have their sales message 
seen time and time again! 

Through no other medium can manu- 
facturers of ceramic materials and 
processing equipment reach their mar- 
ket so completely, yet so inexpensively 
as in The Ceramic Bulletin. 

ONLY C. B. Gives Its Advertisers 
Such Complete Market Coverage! 
Find out specifically how Ceramic 
Bulletin can make your advertising 
pay bigger dividends through concen- 

trated, continuous readership. 
Write TODAY For Descriptive Liter- 
ature 


eramic 
ulletin 


2525 N. HIGH ST., COLUMBUS 2, OHIO 
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Britten 


Stanley H. Britten . . h 


Robert C. Myers .. director of market de- 
velopment, United States Steel Corp., Pitts- 


urgh, has been appointed director 


oduct development, commercial 
where he will be respc 


commercial phases of prc 


development. 


Arthur C. Wilby .. has 


raciac T Cc C , é ("hi ar 
president of U. S. Steel Corp. in Chicago. 


tired as vice 


He was succeeded by Edward C. Logelin, 


public lations for the com- 
Wilby be- 
after serving 
sublic rela 
committee chairman of the Illinoi 
Manufacturers’ Association, has been with 
S. Steel since 192 
William Johansen . elected 
vice-president in charge of f Mag 
Company of America, East Chi- 
maker of magnesium materials 

HW 


equipment. He joined the firm 


1948 and had been sales man- 


two 
tw 


Charles J. Michael . . advertising display 

man for Crane Co., Chicago, since 1945 

has been named sales promotion manager 
m 


in the company’s advertisin< id sales 


nromatinn 


R. B. Sayre . . former assistant vice-presi 
dent, has been elected vice-president of 
the Graybar Electric Co., New York. He 


joined the firm in 1921. 


A. P. McGraw . . has been named man- 
ager of component sales for General Elec 


rumbull Com- 


He 


Co.'s recently-formed 
ponents Department, Plainville, Conn. 
formerly was southwest sales manager of 


the old Tr 1] Flectric Department at 


GE. J. D. Hopkins was named manager 
of the new department's product planning 
nd marketing research; J. A. Kelly, 
manager of commercial service, and H. S. 


Hill, manager of internal sales. 


John B. Crosby .. former assistant manager 


icity, Crouse-Hinds Co., Syracuse, N. 
advertising manager. 


American Brake Shoe Co. . . New York, 
unced the following new appoint- 

in its American manganese steel 
livision: John Brandenburg, former sales 
manager, Amsco division, has been named 
vice-president in charge of sales; William 
E. Crocombe, former district sales manager 
Louis, has been appointed central 

John H. Baker, former 


sales engineer with Amsco, has been 


manager; 
named district sales manager in St. Louis. 


John R. Pool, Jr. . . former assistant 
manager, chemicals division, Koppers Co., 
Pittsburgh, has been named manager of 
the sales development section of the cen- 
tral staff sales department. B. R. Sarchet 
has replaced Mr. Pool. 

Towmotor Corp. . . Cleveland, manu- 
facturer of fork lift trucks and industrial 
tractors, has signed a contract with Bro- 
drene Vestergaard, Copenhagen, Den- 
mark, which will give Towmotor produc- 
tion and distribution facilities in t 
Scandinavian countries and _ continental 
Europe. 

L. H. McReynolds . . former manager of 
the mining advertising section, Jeffrey Mig. 
Co., Columbus, O., manufacturer of min- 
ing and material handling equipment, has 
been named manager of public relations. 


Ed Skillman . . former national committee 
executive secretary for the National As- 
sociation of Manufacturers, has been 
named sales promotion, advertising and 
merchandising manager of Globe Lighting 
Products, New York and California. 


Harry M. Reed . . former central district 
manager, Gerrard Steel Strapping Div., 
U. S. Steel Corp., has been appointed 
vice-president in charge of sales. Mr. 
Reed succeeds W. B. Renois, who has 
resigned. Richard (@. Patterson will suc 
ceed Mr. Reed as central district manager. 


C. V. Gregory .. former Pittsburgh district 
manager, Reliance Electric & Engineering 


Co., Cleveiand, has been appointed man- 


ager of district sales. 


Robert E. Wolff . . former assistant market- 
manager, tool and machine division, 
001 Works, Chicago, has been 


named marketing manager. 
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news 


begins on p. 26 


Agency changes. . 


Sigvralt 


Harold P. Sigwalt . . former account ex- 
ecutive with Klau-Van Pietersom-Dunlap, 
Milwaukee, has joined the staff of Paul- 
son-Gerlach & Associates, Milwaukee, as 
executive. Paulson-Gerlach 
announced the following new accounts: 
Waukesha Tool Co., Waukesha, Wis., and 
Schwartz Mfg. Co., Two Wis., 
maker of dairy and coffee filters. 


an account 


Rivers, 


John C. Belfield . . has been elected presi- 
dent of Lewis & Gilman, Philadelphia. 
He succeeds Wesley A. Gilman, a founder, 
who died last Dec. 5. Mr. Belfield, who 
been with the agency since 1944, 
John A. 
and 

executive 
Charles G. 
has 


has 
formerly was a_ vice-president. 
E. McClave, vice-president 
has 


former 


treasurer, been elected 
vice-president and treasurer. 
Douglas, 


been elected a vice-president. 


former account executive, 


Harshe-Rotman, Inc. . . Chicago publicity 
agency, has been named to conduct a 
program for Portable 


public relations 


Electric Tools, Chicago. 


Mercready, Handy & Van Denburgh . . 
Newark, N. J., has been appointed ad- 
vertising agency for Watson-Stillman Co., 
division of H. K. Porter Co., Roselle, N. J. 
Watson-Stillman makes hydraulic equip- 
ment, fittings and valves. 


The Michener Co. . . Philadelphia, has 
been appointed advertising agency for 
W. H. & L. D. Betz, Philadelphia water 
treatment consultants and engineers. 


Friend-Reiss-McGlone . . New York, hes 
been named to handle advertising for the 
Auth Electrical Co., maker of communi- 
cations devices. 


Compton Advertising . . New York, has 
appointed two new vice-presidents: Frank 
Kemp, media director, with 
Compton since 1939, Howard Kuhn, as- 
sistant research director, with the agency 
since 1946. Compton also announced that 
it has resigned the Hubinger Co. account. 


assistant 


K. C. Shenton Advertising Service . . Hart- 
ford, Conn., has two new accounts: Whit 
ney-Blake Co., New Haven manufacturer 
of wire products, and Reliable Electric 
Co., Chicago producer of power line con 
nectors. 


Sanger-Funnell . New York, has been 
named to handle advertising for 
Electric Co., 


supplies. 


Rapid 


manufacturer of DC power 


Lamb & Keen . . Philadelphia, has been 
appointed to handle advertising for Alex 
ander Brothers Belting Co., maker of belt- 
ing and industrial leathers. 


Wehner Advertising Agency . . Newark, 
N. J., has been named advertising and 
marketing counsel for Allied Electric Prod- 
ucts and the company’s Sheldon Electric 


Co. division. 


Clifford R. Fulton . . has joined the tech- 
nical advertising and publicity 
Gordon Baird Associates, New York. He 


was formerly with G. M. Basford Co. 


staff of 


Donald Martin . . has become an account 
executive with Riedl and Freede, New 
York and Paterson, N. J. 


in charge of the industrial division, Ster- 


He was formerly 


ling Advertising Agency. 


Force, Inc. . . Paterson, N. J., has added 
three new accounts: Haag Machine Co., 
Hawthorne, N. J.; Clifton Hydraulic Press 
Co., Clifton, N. J.; and George L. Payne 
Studios, Paterson, N. J., designer 
builder of stained glass windows. 


and 


Eugene P. Thomas . . has joined G. M. 
Basford Co., New York, as an account 
executive. He was formerly with Goold 
& Tierney. 


Royal & deGuzman . . New York, has 
been named to handle institutional and 
advertising promotion for Fawcett Pub- 


lications. 


Wehner Advertising Agency . . Newark, 
N. J., has been appointed to handle ad 
vertising and public the 
Associated Sheet Metal Products Division 
of Jersey Sheet Metal Products Inc. 


relations for 


Robert Otto & Co. . . Mexican branch, has 
been appointed to handle advertising in 
that country for Timken Roller Bearing 
Co. of Mexico. 


Kenneth Wilson Hayden . . has joined 
Petesch, Hecht & O’Connor, Chicago, as 
head of the creative copy department. 
He was formerly administrative head of 
advertising, sales promotion and public 
relations activities of the Luminall Paint 
Div. of National Chemical & Mfg. Co. 


Continued on page 36 








with 
less effort! 





vercoming sales resistance and 
inertia in 21 basic industries 
requires less promotional effort 
when you place your product 
story before mechanical 
engineers. Important factors in 
management, production and 
maintenance, as well as in 
research and development, 
mechanical engineers influence 
and decide the specification 
and purchase of equipment, 
materials and services. 


MECHANICAL ENGINEERING is the 
one publication that sells 
85,000 mechanical engineers 
exclusively, in industry 


after industry. 


Engineers are educated 
to specify and buy. 


MECHANICAL| 
aN@ IN aden 


Published by 
THE AMERICAN SOCIETY OF 


MECHANICAL ENGINEERS 


29 West 39th Street @ 


New York 18, N. Y. 
oi 





of 








February 1954 /39 
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tironAge 


@ & ww 


The used-equipment supermarket of metal- 
working is The IRON AGE “Clearing House.” 
Here, every week thousands and thousands 
of dollars change hands between buyer and 
seller. As a hard-boiled retailer would put 
it, the only reason The IRON AGE carries 
more classified copy than any other maga- 
zine in its field is this... if moves the mer- 
chandise profitably! 


In 1953 The IRON AGE averaged 11 pages 
a week of such sales-making advertising, 
hit nearly 600 pages for the year! Classified 
can be so convincing a measure of a medi- 
um’s might—The Times in New York, The 
Trib in Chicago, The Star in Washington... 
The IRON AGE in metalworking! 


No display advertiser could ask for more 


convincing evidence of a ‘‘buying-conscious” 
readership within the more than 37,500 
weekly distribution of The IRON AGE. The 
market is in a mood to buy every week, lit- 
erally sitting with its money in its hands... 
just waiting to he shown, to be informed, to 
be persuaded, if you please. 


For this power to move merchandise at a 
profit is no peculiar property of just the 
classified pages of The IRON AGE. It's a 
built-in feature of the magazine... is still 
the single biggest reason why The IRON 
AGE again carried more pages of advertis- 
ing, display and classified, last year than 
any other metalworking magazine. 








APPLIANCE 
MANUFACTURER 


Gives'em the business! 


Listen to what a leading manufacturer* for 
the appliance industry says: 
“% 16 days after publication we re- 
ceived an inquiry from a very prominent 
manufacturer.’ 
4 the first we had had from him.” 
. . . two weeks later received his first 
order!” 
“ - . . amounting to MORE THAN FIFTY 
TIMES THE DOLLARS AND CENTS SPENT ON 
SPACE AND PRODUCTION COSTS!” 


*name on request 


APPLIANCE MANUFACTURER 
CAN GIVE YOU THE BUSINESS 
TOO, IF YOU SELL... 


insulation 

plastics 

custom stampings 

die castings 

name plates 

heat control equipment 

appliance accessories 

electric motors 

electrical heating elements 

hardware and trim 

castings and forgings 

electrical components 

finishings equipment and 
supplies 

shipping containers 

raw materials 

plant equipment 

sheet metal fabricating 
equipment 

materials handling equipment 

fasteners 

ceratnic insulation 

wire goods 

glass components 

moulded rubber goods 


ee A De ee a 


~~ wee oN 


i 


APPLIANCE 
MANUFACTURER 


201 N. WELLS STREET, CHICAGO 4, ILL. 


PHONE: STote 2-412] 
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(im) NEWS 


wr . rn 


Paul J. Steffen Co. . . Chicago, has been 


} tiej s far Rwaeti 
r nhandie advertising ior bDastian 


Cameron Courtney Stineman . . former ac- 
executive, Reincke, Meyer & Finn 

has been named vice-president 
tchell WerBell 


Atlanta, 


Advertising, 


Russell T. Gray chicago, has been 

named to handle advertising for the indus 
Chicago. 

Duffy Organization . Wilmington, 


has moved 


Richard LaFond . . 
named to handle 


h rr 
sn Tf 


Robert Erwin . assistant to the 


relations direct American Vis 
orp., has joined John Falkner Arndt 


lia, as assistant account 


motion man 


W. Paul Warren. . former pr 


. Meira Hill netrol } nik . , . 
ager, McGraw-Hill petroleum publications, 


has been appointed to the sales promotion 
taff of Meldrum & Fewsmith, Cleveland. 
Harry G. Willis & Associates . . has been 
to handle advertising for Allied 

ts Engineering Glendale, 


supplier of fiberglass and resin ma- 


Coleman F. Cody . . a former member of 
the advertising department of American 
has been appointed account 

tive, Doremus & , Boston. 
Stromberger, LaVene, McKenzie . . Los 
Angeles, has been appointed public rela 
tions counse! for General Petroleum Corp., 


Los Angeles. 
Media changes . . 


Cha 


tles F. Meyer . . former overseas sales 
See oy 
1ager, L. D. Seymour & Co., 


manag has been 
ointed district manager for McGraw- 
isa 


Corp.’s American Auto- 
El Automovil 


International 
ile (overseas edition) 
Americano, Pharmacy International and El 


rmaceutico. 


Production Magazine . . Bramson Publish- 
ing Co., has a new rate card effective 
have been 


January 1. Frequencies 


changed from 3, 6, 9 and 12, to 4, 7, 10 
and 12, etc. 

J. H. Moore Jr. . . has been elected presi- 
dent of Moore Publishing Co., New York. 
He succeeds his father, who becomes 
chairman of the board and remains chief 


executive officer. 


F. P. Mignin, Jr. . . former manager of 


the Chicago sales office of Industrial 


Publishing Co., Cleveland, has been 
named manager of a new Cleveland dis- 
trict sales office. 

R. Frank Weber . . former general super- 
visor of materials handling and packaging 
for International Harvester Co., has been 
named packaging editor of Modern Ma 


terials Handling. 


Paul B. Finney . . former reporter and 
business writer for Business Week, New 
York, has been appointed manager of the 


publication's New England news bureau. 


Arthur L. Goebel . . has joined the New 
York office of Army Times Publishing Co. 
as advertising representative. He was 
formerly eastern advertising manager of 


Transportation Supply News. 


Charles F. Meyer . . has been named dis 
trict manager for El Automovil Americano, 
Automobile, El 
and Pharmacy International, McGraw-Hill 


Américan Farmaceutico 
Int ional publicati He w for- 
international publications. Me was ior 
merly overseas sales manager for L. D. 


Seymour & Co., New York. 


Chemical Engineering 

New rates, effective July, 1954: 

l-time 6-times 12-times 
1 page $585 $550 $525 
2/3 page 465 440 420 
VY, page 260 245 235 
Standard AAAA yellow, orange, red, blue, 
Bleed, $75 


extra per page, $100 extra per spread. 


Space 


green, $100 extra per page. 


Victor Raiser . . former sales manager, In- 
dustrial Laboratories Publishing Co., has 
been appointed vice-president in charge of 
sales. Gilbert Thayer, former Chicago dis- 
trict manager, has been named vice-presi- 
dent in charge of the Chicago area. 


Industrial Maintenance . . has changed its 
name to Industrial Maintenance & Plant 


Operation. 


Retail Lumberman . has changed its 
to Retail Lumberman & Building 
The format has been changed 


name 
Products. 
to newspaper style. 
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National Newspaper of the Motor-Freight Carriers 





1424 SIXTEENTH ST., N.W. 


¢ WASHINGTON 6, D.C. 








RENEWAL PERCENT 


TRANSPORT TOPICS enjoys a paid circula- 
tion in excess of 18,000 and a renewal 
percent of 83.21. 

This renewal percent attests to sound- 
ness of circulation built on editorial excel- 
lence. TRANSPORT Topics’ coverage of 
trucking industry news has proved indis- 
pensable throughout the years to motor- 
freight executives everywhere in this coun- 
try. They need the expert news gathering 
and news analysis which TRANSPORT 
Topics alone provides—a national ABC 
newspaper. No other publication in the 
national truck fleet field can match its 
news or market coverage, its renewal 
percent or its readership. 

Nine out of 10 motor-freight carriers 


ate 
Os 


(>\_/A) 
Surat 





*ABC June 30, 1953 


for-hire read it regularly week after week. 
Three out of four say it is essential in 
their business. 

Remember, these are men who operate 
well over one million power units and at 
least 50 percent of the tractor-trailer com- 
binations on the highways. They account 
for more than 51 percent of the truck ton- 
miles rolled up each year and earn $5 bil- 
lion annually—the largest single motor 
transport market in the country. 

In TRANSPORT ToPics your advertise- 
ment will appear on a page with ‘‘must”’ 
reading by men and women who control 
the purse strings of the $5 billion motor- 
freight industry. In the for-hire market 
TRANSPORT Topics rates Number One. 


)* COPY OF PAPER AND ABC STATEMENT SENT AIRMAIL ON REQUEST x BE) 
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US Air Force 
Regulation 70-9 


Your company cannot _ intelli- 
gently or effectively plan its sales 
promotion strategy unless it learns 
the official facts about its biggest 
aviation market through this Air 
Force Regulation. 

AF Regulation 70-9 shows exactly 
who has the responsibility for the 
selection of your particular prod- 
uct, facilities or services within 
the weapons system concept. 

So if you make any kind of avia- 
tion equipment, from the complete 
plane down to the most minute 
component or sub-assembly, you 
should study 70-9 to learn how it 


. . . defines policy for design, de- 
velopment and production of all 
items of procurement as related to 
Weapons Systems. 

. . . Clarifies the ARDC-AMC responsi- 
bility 

. . . explains specific procedures 
and methods of procurement now 
being used by the USAF. 


AIR FORCE Magazine, as a serv- 
ice to the aviation industry, has 
reprinted Air Force Regulation 
70-9 with the hope of eliminating 
much of the confusion surrounding 
the Weapons Systems Concept. We 
shall be happy to supply you with 
copies of this important piece of 
market information. 
No obligation, write 


INDUSTRIAL MARKETING DEPT. 


AIR FORCE 


THE MAGAZINE OF AMERICAN AIRPOWER 
SANFORD A. WOLF 


rela -tait tite Ola talels 


MUrray Hill 9-3817 


114 East 40th St. e New York 16 N.Y 
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“Trans-Vision” 
Right hand page: 


in Industrial Marketing 


Co.'s Lorain-Tl Turntable 


reassembled. 


‘Take it apart’ booklets can 
tell difficult stories easily 


I recently saw a most interesting bro- 
chure that used transparent pages to il 
lustrate the inner construction and 
ioning of certain electrical or electrc 
equipment. It used what I call, (fo 
of a better term), the ‘‘take-it-apart”’ 
nique. 

For example, the first page would show 
the complete picture of a motor, the next 
page, the motor with the housing off, the 
next page perhaps the motor with the 
armature removed, and so on. 

I am interested in knowing more about 
the process: how much it costs, how long 


it takes, and the names of the various 
companies which dc type of work. 
I'll appreciate any information you can 


give me . . Advertising Manager. 


™ THERE ARE relatively few compa- 
nies doing this type of work. One 
concern I know about has a process 
called “Trans-Vision.” It utilizes a 
technique of printing successive 
views of complicated or difficult to 
view products or structures on 


transparent acetate. 
Continued on page 40 








(Advertisement) 


\ in selling the 
' process industries 


by HARRY MARTIN 


To close 


more sales, 
stay with 


your prospects 


when they’re 
half sold! 


A ll forms of advertising and pro- 
motion are conceived to stimulate the 
purchase of a product, material or service. 
Advertisements, mailings, trade-show 
exhibits and other forms of promotion 
create interest and purchase-action to 
various extents. For every customer sold, 
hundreds of prospects are half sold! 


Ran 


In the process industries, 519 leading 
manufacturers use Chemical Engineer- 
ing Catalog to bridge the gap between 
half interest and a purchase. They know 
that their sales engineers can not be at 
all worth-while process plants while 
specifying teams are making decisions 
which determine the ultimate purchase. 
Many such specifiers have been half sold 
by previous advertising messages. But 
when the time comes for decision, they 
need product facts at their fingertips. 
That’s when they turn first to CEC. 


Firstin the Process Industries 


For 38 years the process industries have 
been built around Chemical Engineer- 
ing Catalog. For one third of a century, 
this “working encyclopedia” has been a 
basic part of college instruction in 
process design. 


rrit Wiz [Ss 
BGP ELE Wickrii 


When your catalog unit is distributed as 
part of Chemical Engineering Catalog, 
no important plants are overlooked... 
there is no waste circulation. In Dun & 
Bradstreet company-rated plants of 
$125,000 or more, all the right men 
receive CEC. It is your surest, soundest, 
most economical way of putting your 
sales literature in the hands of prospects 
who are half sold...thereby making it 
easier for them to buy. Your Reinhold 
Catalog District Manager has a port- 
folio packed with factual proof of CEC’s 
selling power. 














You’ll want this new report! 


CEC’s editorial staff has just prepared 
afield report coveringimportant fac- 
tors relating to control instruments, 
pumps and valves, revealed during 
round-table sessions with process 
men. For your free copy of “South- 
east Texas Reports,” write to CEC’s 
technical editor today. 











PROCESS INDUSTRIES 
PICTURE! 











Process Industries 
Specifying Teams turn to 


ge @™- 


| CHEMICAL ENGINEERING CATALOG 


for detailed, 
up-to-date data on 


*process equipment 
‘engineering services 


*materials of construction 


Your equipment and engineering 
service facts, found in the 
easy-to-use Chemical Engineering 
Catalog, are consulted inside 

more than 14,000 Dun & Bradstreet 
company-rated plants for 12 full 
months, by specifying teams 
seeking help in the solution 

of process problems. 


SEND COUPON TODAY 


Handsome new brochure shows 
how 3% of your CEC catalog budget 
is reinvested in a comprehensive 
merchandising program to catalog 
users. Another great Reinhold 
“extra” at no extra cost. 


CHEMICAL ENGINEERING CATALOG 


Reinhold Publishing Corporation 
330 W. 42nd St., New York 36, N. Y. 


Please rush my free copy of: “1953 
DIVIDEND REPORT.” 
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ook, Ma! 
I’m unique! 


Every publisher’s fondest dream 
is that there be no other book 
like his. 


When we at MECHANIZA- 
TION, INC., gave 
birth to UTILIZATION, the issue was so unique 
that to this day no publication does what 
“Uty” does, goes where “Uty” goes, sells 
like “‘Uty”’ sells. 


Its uniqueness is its coverage of the 
tremendous horizontal market of coal usage 
which accounts for 90% of annual coal con- 
sumption. Individual books may reach 
segments of this market, but only UTILIZATION 
sells all six: ? 


e Electric utilities, municipal and pri- 
vate power stations e Steel, cement and 
chemical plants e Manufacturers « Coal 
retailers and wholesalers ¢ Coal docks and 
rail terminals e Plus many hospitals, 
schools and public buildings. 


How our infant has sprouted! In 1952 our advertisers 
placed 471 pages in UTILIZATION, a gain of 140 percent 
over 1948, first full year of publication. 


In many respects we’re not at all unique. For instance, 
our sales reps have charts, facts, figures, success stories, like 
most others do. Call for a rep if you 
wish to sell companies who burn, buy, 
dock, export, handle, heat with, load, 
manufacture with, move, sell, ship or 
stockpile coal. We promise no sales- 
man will call with cyclops eye or 
unicorn protuberance. 





Only thing unique about our 
men is: 


- & & 
U tilization 
MECHANIZATION, Inc., Publishers 
MUNSEY BUILDING e WASHINGTON, D. C. 


New York ° PittspurcH * CxHyicaco * SAN Francisco * Los ANGELES 
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problems... 


begins on p. 38 


The first page of a typical “trans- 
Vision” booklet shows an illustra- 
tion of an item viewed from the 
front. The last page shows it from 
the rear. The intervening pages 
show specific sections of the same 
piece of equipment. 

Thus, as a person turns the page, 
he is breaking down the illustrated 
structure, part by part, (on the 
right pages), as in the case of your 
example of the electric motor. On 
the left hand pages he is, in effect, 
partially reassembling the picture. 
He is also viewing the item or 
structure pictured from many dif- 
ferent angles: the front, rear, sides, 
top and bottom, as well as internally 
and externally. 

The uses of booklets or brochures 
of this type are almost limitless. 
They can present dissections of any 
anatomical unit . . break down and 
reassemble complex pieces of me- 
chanical equipment from heavy 
power machinery to delicate instru- 
ments, portray wiring or plumbing 
systems . . to name just a few. They 
find frequent use by management, 
salesmen, dealers, maintenance men, 
teachers . . anyone whose duties 
involve instruction, repair, selling 
or learning. 

Cost is by no means prohibitive. 
Brochures or booklets of this type 
can be produced for as little as 
three and one-half cents per page, 
including plates. Printing is by 
rotogravure. 

Production time for a_ booklet, 
from completion of finished art 
work, will average about 90 days. 
Special inks and presses are used, 
as well as special folding and bind- 
ing processes. 

Industrial advertisers using the 
process include Babcock & Wilcox, 
Fairbanks, Morse & Co., General 
Electric, Le Blond Machine Tool 
Co., Minneapolis-Honeywell, Sur- 
face Combustion Corp., Westing- 
house and Worthington Pump & 
Machinery Corp. 

“Trans-Vision” is a product of 
Milprint, Inc., Milwaukee, Wis. The 
technique was introduced shortly 
before World War II, though its use 
was relatively limited until about 
1947 or 1948. e 








Mayor Louis Mills and Alderman Van Fleet watch demonstration of new snow blowing machine on city park lake. 


Inset: Mayor Lovis Mills 


THE MAYOR SETS THE PACE 


WHEN cities and towns improve their 
streets, or rebuild their water and sewerage 
facilities, some individual leads the way. 
This “doer” is usually the Mayor, or the City 
Manager where that form of government is 
in force. 

Mayor Louis Mills of Middletown, New 
York (population 22,586) is such a man. He 
writes, “Not only has THE AMERICAN 
CITY aided me and my department heads 
in keeping abreast of developments in 
municipal management, but on at least 
several occasions it has led either directly 
or indirectly to contracts let or purchases 


made by our City.” 








The leader has to battle for moderniza- 
tion. If he wants new street lights, more park 
equipment, or a new fire engine, he has to 
prove the need to the people. Equipment 
is then bought to do the job. 

Progressive Mayors and City Managers 
always look for facts to support their 
improvement plans. After reading THE 
AMERICAN CITY they can say, “This is 
how Stamford did it. There are a lot of 
manufacturers who make the equipment 
that can do the job in our town.” Do these 
leaders know about your product? Sell the 
municipal market by telling the leaders 


through THE AMERICAN CITY. 


The 
American City 


470 Fourth Avenue, New York 16, N.Y. 
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HOW CHEMICAL MATERIALS CATALOG SERVES THESE TITLE GROUPS 


New CMC studies 


e 
reveal workings Each of the 7 studies pro.ides up-to-date data 


on a title grorsp—what they do... with whom 


@ 
of title groups they work ... how they and their associates use 


Chemical Materials Catalog . .. and what infor- 
in the mation is most helpful to them in their work. To 
process receive your copies of these “Profile Studies” 

e 





prepared by CMC’s research department, con- 
tact your Reinhold Catalog District Manager 
‘or write direct today. 


SELLS CHEMICALS AND RAW MATERIALS 
CHEMICAL MATERIALS CATALOG Reinhold Publishing Corporation * 330 West 42nd Street, New York 36, N. Y. 


AND DIRECTORY OF PRODUCERS Chicage ¢ Butfale > Los Angeles + Sen Francisco + Seattle * Denver + Keusten 
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Mass Selling . . Some 71 sales representatives of business publications and general 
magazines watch a novel Caterpillar demonstration as they pick-up their contracts for 1954. 


71 publication reps have fun 


They get the contracts and learn the sales aims 


® Caterpillar Tractor Co., Peoria, 
Ill., believes in making things easy 
for the space salesmen of the pub- 
lications in which it advertises. 

When Caterpillar was ready to 
release its advertising contracts for 
1954, it invited representatives of 
71 general and business publications 
to spend a day in Peoria. 

“We called it C-Day . . ‘@’ for 
contract,” Burt Powell, Caterpillar 
advertising manager, said. 

The idea was to better acquaint 
the publications with Caterpillar 
products, to tell the company’s ad- 
vertising aims for 1954 . . and to 
have fun, Mr. Powell said. 

The salesmen spent the morning 


touring the Caterpillar plant, then 
went to the company’s proving 
grounds and watched from bleach- 
ers while some of the 90-odd Cater- 
pillar products were demonstrated 
on simulated on-the-job sites. 

“We jazzed the dernonstration up 
with a little humor, so it really 
went over big,” Mr. Powell said. 
Master of ceremonies Jack Phillips, 
a Caterpillar sales trainee, supplied 
the humor with his running patter 
and antics during the demonstra- 
tion. 

The visitors returned to the Pere 
Marquette hotel, where Mr. Powell 
talked on the role of advertising at 
Caterpillar and other officials talked 


Industrial Marketing | 


on various phases of Caterpillar 
production and promotion. Dorothy 
Smalley of N. W. Ayer & Son, Phil- 
adelphia, Caterpillar’s advertising 
agency, talked on media selection 
and position analysis. 

A cocktail party kicked off an 
evening of fun, highlighted by the 
awarding of the 1954 advertising 
contracts. The payoff came when 
each space representative was di- 
rected to go to the cover of his 
publication and lift it up. (The 
covers were mounted on_ boards 
hanging on the wall.) 

Each salesman found his signed 
1954 contract under the cover. 

The “C-Day” festivities wound up 
with a dinner. 

Mr. Powell was uncertain where 
the idea for “C-Day” was born. He 
said it had been used once before 
with a smaller group, when Cater- 
pillar invited space representatives 
of agricultural publications to Peo- 
ria to get their contracts and brief- 
ing. 

“After that it just sort of grew,” 
he said. 

He said the same system will be 
used in awarding space contracts 
to regional publications in which 
Caterpillar advertises. 

“The whole thing didn’t cost 
much, and it certainly paid off,” 
Mr. Powell said. “You should see 
some of the _ enthusiastic 
we've received.” 

Jerry Cook of the Caterpillar 
sales promotion department said 
“we believe the meetings resulted 
in closer working relations of bene- 
fit to Caterpillar, N. W. Ayer & Son 
and the space representatives. 
There certainly was a greater ap- 
preciation of Caterpillar aims and 
goals at the end of C-Day.” ® 


letters 
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Alcoa’s aluminum building 


Promotion, publicity pull 5,000 inquiries on industrial uses 


By Frederick Borden 
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Towering Product Application . . Hundreds 


new pulding, snown 


A mammoth new twist in industrial pro- 
motion is Alcoa’s new skyscraper, built 
largely of aluminum, which is being used 
to find and dramatize new industrial ap- 
plications of aluminum. 





ws “|. . A VERY SPECIAL building that 
has as yet no counterpart in the 
world.” 

These are words which belie 
themselves. They are a part of the 
opening paragraph of a booklet en- 
titled, “Aluminum on the Skyline.” 
The very existence of this publica- 
tion, as part of an extensive public 
relations program surrounding the 
construction and opening of the 
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Aluminum Company of America’s 
amazing new building in Pittsburgh, 
has led to an acceptance of the com- 
pany’s product to the degree that 
today there are no less than 54 such 
structures under construction or on 
the drawing board in various parts 
of the globe. 

The “lightest building ever built” 
has been used as the focal point for 
one of the heaviest publicity cam- 
paigns ever staged to open new 
markets for a product. 

Begun in May, 1950, officially 
dedicated in September, 1953, the 
31-story Alcoa building can probably 
lay claim to more building innova- 











Right: inside sf 


building and its dozens of new applica 


read shows panels going up. 


tions than any other structure of 
modern times. Throughout, it makes 
use of its parent company’s product 
in dozens of new ways. Its exterior 
walls are sheathed with several 
hundred aluminum panels, erected 
from the inside, without scaffolding; 
its aluminum reversible windows 
can be cleaned from the interior; 
its offices are heated and cooled 
from aluminum ceilings; all elec- 
trical wiring and most of the plumb- 
ing is aluminum, as are lighting fix- 
tures, elevator cabs, partition fram- 
ing and many thousands of pounds 
of interior trim. 

The 48-page “Aluminum on the 








Skyline” booklet, written by Alcoa’s 
William L. McCague, has been 
turned out in gravure and offset to 
total of 60,000 copies. Describ- 
ing in full not only the beauties of 
the building, but also the savings 
in total building weight, in cost of 
construction, and in time consumed 
to erect it, the booklet has been dis- 
tributed to 25,000 top executives of 
American industry, and to leading 
builders, engineers, architects and 
faculty members of engineering 
schools. It was made part of the 
special press kit distributed to 100 
editors at the press party at which 
Alcoa announced the opening of its 
revolutionary new edifice, and later 
mailed to 400 other publication rep- 
resentatives throughout the country. 
It has been sent in quantity to Al- 


31 STORIES OF ALUMINUM 
MAKE NEWS 


Double Action . . Full-color ad pushed 


building. Contractors’ ads used picture. 


coa’s public relations men located at 
the company’s plants throughout the 
United States. One thousand copies 
have been specially bound, and are 
conveniently located in executive 
offices and on reception room tables 
throughout the Pittsburgh structure. 

The booklet is but one facet of a 
rounded publicity campaign that has 
as its object the exploitation of the 
building’s many unique uses of alu- 
minum to gain greater acceptance 
for the product and introduce it to 
new markets. 

Following the press dinner, at 
which company officers and repre- 
sentatives of the architects and con- 


tractors spoke briefly, a series of 
escorted tours through the new 
structure was arranged. One day, 
leading architects and engineers 
were invited to inspect the building. 
On another, Alcoa’s employes were 
invited to bring their families and 
friends to visit the imposing new 
edifice in which they were to work. 
On three consecutive evenings, 7,500 
guests of management level person- 
nel were invited to participate in the 
tour. To handle all these special 
visitors, a special brigade of 125 vol- 
unteer guides was trained and 
briefed, split-second .timing ar- 
rangements were worked out, routes 
were carefully laid out to meet the 
individual interests of the various 
visiting groups, handsome aluminum 
lotus bowls were distributed as 
souvenirs, and even special parking 
plans were organized to handle vis- 
itors’ cars conveniently. 

At various times during the 
course of construction, Alcoa’s pub- 
licity people prepared special ar- 
ticles to cater to the individual in- 
terests of varying sections of the 
business press. General interest 
stories published by Architectural 
Forum, Architectural Record and 
Progressive Architecture were re- 
printed in quantity and distributed. 

The results of this carefully 
planned publicity have included 
receipt of more than 5,000 letters 
from heads of industrial organiza- 
tions, inquiring about the possible 
uses of aluminum in various manu- 
facturing processes. Publication 
editorial space devoted to the build- 
ing, Mr. McCague said, was four 
times as much as was accorded to 
the United Nations building in New 
York, previous holder of the world’s 
title in this respect. 

A three-year moving picture 
project has been boiled down into 
a 27-minute, 16-mm. color film, 
showing the history of the build- 
ing’s construction from start to fin- 
ish. Fifty prints have been dis- 
tributed to the company’s sales of- 
fices, and it has been made avail- 
able for television stations as a pub- 
lic service program. Actually, dur- 
ing the course of construction, 22,500 
feet of film were shot . . enough to 
run for a continuous showing last- 
ing about 12 hours. But nothing has 
been wasted; cut sections of a tech- 


nical nature are being used for 
special showings to groups inter- 
ested in excavations, plumbing, elec- 
trical installation, air conditioning, 
and other specialized subjects. 


Contractors Capitalize on It. . 
The building has received a big 
share of promotion through business 
publication advertising. Through- 
out the entire construction period, 
individual contractors, proud of the 
part they had been asked to play, 
have used illustrations of the struc- 
ture in their own ads in the special- 
ized business press. Alcoa spon- 
sored a four-color full page ad in 
Business Week, The New Yorker, 
Newsweek, The Saturday Evening 
Post and Time a few months before 
the official opening of the building, 
under the heading “31 Stories of 
Aluminum Make News.” 

Alcoa’s sponsorship of Edward R. 
Murrow’s CBS-TV show, “See It 
Now,” currently aired over 34 sta- 
tions from coast to coast, has as its 
quadruple function the “humaniz- 
ing” of Alcoa, the promotion of the 
company as a producer of an im- 
portant industrial material, the dis- 
pelling of the concept that aluminum 
is a product used only for cooking 
utensils, and the support of the com- 
pany’s dealers from coast to coast. 
And for all these purposes, the fa- 
miliar, dramatic shot of the unique 
skyscraper, as well as excerpts from 
Alcoa’s film, are used on the com- 
mercial portions of the program. 

All this 


promotion has had its result . . to- 


concentrated, planned 
day, architectural products repre- 
sent the leading portion of the com- 
pany’s total sales, superseding trans- 
portation products which for years 
had been the mainstay of Alcoa’s 
Many 
various fields, called into the picture 
as a result of the need for new 


volume. manufacturers in 


products required in the construc- 
tion of the company’s new building, 
have developed brand new uses for 
aluminum. 

Thus, a new building, carefully 
and intensively publicized, has been 
used to give impetus to the develop- 
ment of new markets for a product, 
and has served as the prototype for 
the construction of ther skyscrap- 
ers which will provide an outlet for 
an industrial organization’s prod- 
uct. ® 
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Open for Business . . Ex; 
req . ; 14} l feet f 


Ready for the Road . . Exhibits and demonsirations are in 


truck proper. Ak 


Mobile exhibit brings along 
its own ‘portable’ auditorium 


Sound movie merchandises exhibit to distributor salesmen 


® CARBORUNDUM Co., Niagara Falls, 
N. Y., not only brings its abrasive 
grinding workshop to customers all 
over the nation . . the company also 
brings along its own auditorium. 

The “auditorium” is formed by an 
expanding sidewall of the company’s 
35-foot-long, 1212-foot-high, special 
exhibit truck which transports the 
grinding equipment. Opened up. . 
or out the sidewall provides 
enough additional floor space to seat 
from 12 to 15 persons when demon- 
strations are underway. 

It’s all part of the company’s pro- 
gram for bringing its products and 
innovations in abrasive grinding 
techniques to as many industrial 
prospects as possible. 

Two Carborundum engineers ac- 
company the “abrasive workshop” 
and conduct the demonstrations, 
which started on tour Nov. 9 in Buf- 
falo, N. Y. Before the nationwide 
tour is finished, the abrasive work- 
shop will have covered 1,500 miles, 
making an average of five one-hour 
demonstrations a day on a six-day 
week basis. 

Included in the promotional kit 
which precedes the arrival of the 
traveling exhibit is a four-page 
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“teaser” for distributors’ customers 
and an invitation and acknowledg- 
ment postcard. 

A registration card provides a 
record of customer attendance for 
follow-up mailings and also can 
serve as a door prize stub if dis- 
tributors want to have door prizes. 
Also provided is a record sheet in 
triplicate . . one copy for the dis- 
tributor, one for the district office, 
and one for headquarters at Niagara 
Falls. 

For the customer, the kit includes 
a pocket-size promotion piece that 
summarizes the purpose and scope 
of the workshop. Distributor sales- 
men are advised to attach their 
cards to the copies they give their 
customers, while customers are 
urged to take several of these pieces 
to circulate to key people who in- 
fluence the purchase ot.coated abra- 
sives in the their organization. 

Literature request forms, news 
releases, interview-type radio 
scripts and other aids to holding a 
successful demonstration are in- 
cluded in the kit. 

While the actual demonstrations 
are sponsored by Carborundum dis- 
tributors, pre-planning and the ac- 


sidewall is contracted, ready for road 


tual work of putting on a demon- 
stration is handled by a “team”. . 
a Carborundum district representa- 
tive and the distributor. 

The company has prepared a de- 
tailed Pre-Planning Guide “to aid 
this ‘team’ in planning and follow- 
ing through on all the procedures 
necessary to the staging of a highly 
effective presentation.” 

The guide includes a description 
of the actual demonstration work- 
shop, a run down of a typical dem- 
onstration, the promotion and pub- 
licity material, and an itemized co- 
ordinators’ check list. 

Distributor enthusiasm is aroused 
with a sound motion picture that 
dramatizes the mobile unit . . its 
size, colorful exterior, the “expand- 
able” interior, the installations and a 
“capsule” demonstration. The film 
is shown to distributor salesmen 
who attend an orientation meeting 
to acquaint them with the workshop 
and to show them how it will bene- 
fit their work. 

The check list itself spares no de- 
tails. Helping to select customers to 
be invited, arranging demonstra- 
tion times (five a day), locating a 
suitable demonstration site, arrang- 
ing hotel and meal accommodations 
for demonstration personnel, garag- 
ing of the vehicle, routing, these and 
many other details are carefully 
listed. 

As for the vehicle, it is complete- 
ly self-contained. It supplies its own 
power to operate the machinery, 
and has a complete sound motion 
picture system. 

There’s even a radio-telephone to 
permit ready contact between com- 
pany headquarters and the vehicle 
at all times. = 





Barry switches from defense 
to civilian selling .. holds own 


Advertising helps war baby adapt to new product, new market 


™ HOW DOES a medium-sized man- 
ufacturer a war baby founded 
in 1943 and nurtured on defense 
contracts . . move into the civilian 
industrial market when military 
cutbacks begin to have an effect 
upon his production? 

This was the problem faced not 
long ago by the Barry Corp., Water- 
town, Mass., manufacturers of vi- 
bration isolators. It was solved 
through the application of fully 
considered, logical, well-timed steps 
that... 

1. Deliberately developed a new 
product for industry. 

2. Carefully surveyed a limited 
test market. 

3. Elicited suggestions for new 
markets from potential customers. 

4. Strictly limited promotional ac- 
tivity to production potentials. 

5. Promoted through direct mail 
and small space business publica- 


Aftermath . . Unusual campaign of non-selling letters to execu- 
tives of metalworking companies, asking them to fill out a ques- 
tionnaire on how they might use the Barrymount in their opera- 


tion advertising. 

Barry Corp. was founded in 1943 
by Ervin Pietz, who today is its 
president, at a time when he had 
designed a new type of vibration 
isolator, applicable primarily to 
Navy shipboard electronic and elec- 
trical equipment. Although the 
young company faced a difficult 
problem because of lack of capital, 
several government contracts were 
obtained which, according to Mr. 
Pietz, “carried a great part of the 
overhead.” 

By the end of 1951, the organiza- 
tion, which had employed 14 people 
at the end of World War II, had 
grown to 355 employes and a gross 
of $3,500,000. Much of this total 
had come to the company in the 
form of military business during the 
Korean situation. With the end of 
hostilities, and the consequent de- 
cline in government defense orders, 











offer, including return 
ing of folder (right), describing Barrymount applications. 


the company moved into a program 
of product and market development 
to extend its peacetime business. 

First step in this process was an 
engineering achievement, the evolu- 
tion of the Barrymount, described 
by the company as “a revolutionary 
concept in industrial machine 
mounting.” The Barrymount is a 
light, self-leveling mounting which 
permits installation of heavy ma- 
chinery in a relatively short time 
without bolting or shims. Accord- 
ing to the manufacturer, its use 
prevents “floor walking” of ma- 
chines, requires fewer adjustments 
on precision machinery, decreases 
plant noise levels, permits quick 
and easy realignment of production 
lines, and reduces installation and 
maintenance costs. 

To determine the market for this 
new product and at the same time 
to uncover prospects for early sales, 
E. A. Johnson, Barry’s vice-presi- 
dent and sales promotion director, 
mailed a limited number of letters 
to executives of metalworking firms 
in three New England states. The 
letter made no attempt to sell 
Barrymounts; it did not mention 
them by name. . it simply asked 
that the management level recipient 
check the answers to 13 queries on 
an enclosed questionnaire. 

The questions posed concerned 
operations of machine tool plants: 
Must your machinery be accurately 
leveled? Do some of your machines 
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tions, was followed by a selling campaign of direct mail. 


coupon (left), was followed up 
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ever stand idle because of shifting 
production line requirements? Are 
rejects in your plant ever traceable 
to machine tool vibration? Do you 
have potentially valuable produc- 
tion space unused because of noise 
that would interfere with clerical 
operations? In what type of ma- 
chines would mobility be an ad- 
vantage? 

The answers to these and similar 
queries enabled Barry to ascertain 
just how their new mounts might 
best be applied, suggested market- 
provided the 
A four- 


page two-color folder announcing 


ing potentials, and 


basis for a sales approach. 


the new product was then prepared, 
but even this was not distributed 
Instead, Mr. Johnson sent 
out another letter, this one dis- 


widely. 


closing that he had available “a 
folder describing the newest and 
best method of mounting and level- 
ing machine tools.” Again, without 
giving too much detail, the letter 
suggested to the prospect some of 
the advantages to be gained through 


the use of the Barrymount. The 
folder itself was mailed only to those 
who returned to the Barry Corp. a 


For Unexpected Profits 
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Clincher .. Small space ads in busi 
publications backed up the question 


ness publicati 


naire and follow-uy prospects. 


postcard which was enclosed with 
the letter, a technique which re- 
sulted in an average return of bet- 


ter than 10%. 

To support this direct mail cam- 
paign, the company uses a schedule 
of limited space advertising in 
American Machinist, Factory Man- 
agement & Maintenance, Industrial 
Equipment News, Machine & Tool 
Blue Book, Modern Machine Shop, 
and New Equipment Digest. Ad- 
vertising is prepared and placed by 
Engineered Advertising, Boston. 
News of the Barrymount has also 
appeared in the new products sec- 
tions of several industrial and man- 
agement publications. 

To avoid any possibility of over- 
selling, and the resultant disappoint- 
ing of prospective customers, Barry 
Corp. rigidly restricts its sales pro- 
motion and selling activity to the 
potential of its production facilities. 
This policy, says Mr. Johnson, has 
resulted in a gradual, planned mar- 
ket expansion, so that today, from 
its original direct mail sales effort 
in three states, the company now 
has sales representatives in 18 cities 
from coast to coast and in Canada. 





Four ways to merchandise 


From poster meter slogans to sales training by TV 


® FOUR OUT OF SIX have switched 
to merchandising! 

When six industrial and trade ad- 
vertising experts led a discussion of 
“New Approaches and Appeals in 
the Shift to Hard Sell,” at a con- 
ference of the American Association 
of Advertising Agencies, four of 
them stressed various merchandis- 
ing methods they had used. 

Gen. R. L. Maxwell, vice-presi- 
dent in charge of public relations, 
American Machine & Foundry Co., 
New York, verbalized what is in the 
minds of alert industrial advertisers 
nowadays when he said: “I’m just 
as aware as you are that if adver- 
tising isn’t merchandised well it 
loses a lot of its value.” 

Awareness is spreading in this 
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field . . in the new “hard sell” peri- 
od increasing numbers of advertis- 
ers are recognizing that a campaign, 
to meet competition squarely, must 
be complete. Advertising must be 
integrated with every conceivable 
form of dealer’s aid, sales training 
device, public relations and pub- 
licity plan, to focus the attention of 
customers and prospects upon the 
product with maximum impaci at 
every turn. 


1. Behind AMF’s Omnibus 

Here is Gen. Maxwell’s descrip- 
tion of how AMF went all out to 
support its investment of $1,000,000 
as a sponsor of the Ford Founda- 
tion’s weekly CBS television show, 
“Omnibus: ” 


“We used all practicable devices 
to merchandise our sponsorship of 
‘Omnibus’ including postage meter 
indicia for all correspondence, and 
an announcement card for all com- 
pany reception suppliers, 
customers and prospects. 


rooms, 


“A special sticker publicizing 
‘Omnibus’ was developed for appli- 
cation on correspondence and in- 
voices. Inserts about the program 
were added to publication advertis- 
ing. In advance of the programs 
presenting military subjects we sent 
telegrams to those in the armed 
forces who would be most inter- 
ested. Publicity pictures taken dur- 
ing the filming of the commercials 
were sent to business publications 
together with news stories before 
the presentation of our cigar ma- 
chine, the operation of our Auto- 
matic Pinspotter for bowling, and 
the new Roadmaster bicycle. Week- 
ly notices were sent to our plants 
in the areas reached by ‘Omnibus’ 
detailing the next program’s con- 
tent and AMF’s commercial subject. 

“As special merchandising effort 
we ran full one-column ads weekly 
for 13 weeks in Time, Newsweek 








and U. S. News & World Report 
exploiting what would be seen next 
on ‘Omnibus’ and the subject of the 
AMF commercial. 

“Our salesmen, dealers and cus- 
tomers were alerted by direct-mail 
circulars of the presentation of the 
AMF products in which they were 
directly interested. In two instances 
trade associations assisted in this 
form of merchandising. The Na- 
tional Restaurant Association gave 
us full cooperation on the Lowerator 
commercial which was enhanced 
also by Mr. (J. Fred) Vollmer’s 
(president) appearance. The na- 
tional office of the National Pretzel 
Bakers Institute helped publicize in 
advance the commercial on our 
pretzel-tying machine.” 

One direct result of this concen- 
trated effort was made apparent 
with dramatic immediacy. Within 
a few days of the appearance of an 
AMF commercial for automatic 
chucks and drill press vises, 40 in- 
quiries were received by the com- 
pany’s sales headquarters from in- 
terested manufacturers all over the 
country. “These of course,” Gen. 
Maxwell told his audience, “were 
immediately routed to dealers serv- 
ing the territory from which each 
inquiry originated.” 


Merchandise the Ads 
for More Inquiries 

But even the proper handling of 
such inquiries involves its own form 
of merchandising support, it was 
disclosed by Fred Wittner, who 
heads the New York agency bearing 
his name. Discussing the mechan- 
ics set up by W. & L. E. Gurley, sur- 
veying and engineering instrument 
manufacturer of Troy, N.Y., to proc- 
ess inquiries received from a series 
of ads in civil engineering journals, 
Mr. Wittner noted that “laminated 
easels of the pages on dealers’ coun- 
ters, reprints used in special mail- 
ings and new literature publicity in 
the trade press also pulled their 
share.” 

A four-page fill-in form is used 
by Gurley, he said, to provide a 
means of following up on all re- 
quests received from these sources. 
After first and second copies are 
used respectively to accompany the 
filling of the request and for the 
company’s files, a third carbon is 
dispatched to the nearest dealer, to- 


gether with information about the 
prospect that might have been re- 
vealed in the original inquiry. Then, 
if necessary, the fourth copy is sent 
one month later to the same dealer 
as a reminder. 

The original response to the in- 
quiry, which consists of a booklet of 
reprints of the series of advertise- 
ments, is merchandised by the in- 
clusion of a letter and a piece of 
literature selling Gurley’s repair 
service and its trade-in plan for 
marketing new instruments. De- 
pending upon the nature of the in- 
quiry, a return card is also included, 
offering a call by a company repre- 
sentative, a catalog of the manu- 


- facturer’s many products, or infor- 


mation on specific instruments. 


3 4 Set Salesmen Straight 

The importance of finding the 
right medium for training distrib- 
utor salesmen as one section of an 
over-all advertising and merchan- 
dising program was _ stressed by 
George A. Frye, vice-president, 
James Thomas Chirurg Co., New 
York agency, “The failure on the 
part of a group of electrical dis- 
tributor’s salesmen,” he said, “to 
grasp the salient features of one of 
the products of the power compo- 
nents division of the General Elec- 
tric Co. nearly proved disastrous to 
the sale of that product.” 

A prefabricated busway, called 
Flex-a-power, was so largely over- 
stocked by the manufacturer that 
GE had begun to lay off produc- 
tion employes and was considering 
the necessity of closing down one 
of its plants. Yet, Mr. Frye pointed 
out, “it was apparent that the mar- 
ket potential for greater sales was 
there. Research into product, mar- 
kets, distribution and competition 
led to the conclusion that an over- 
all educational, merchandising and 
advertising package was needed.” 

Client and agency agreed upon 
the need for a three-pronged at- 
tack to solve this problem and re- 
verse the unhappy sales _ trend. 
Prong number one was aimed at 
manufacturing executives and fac- 
tory electrical power engineers, and 
consisted of a business paper space 
campaign stressing the basic selling 
points of Flex-a-power. Prong 
number two was directed at archi- 
tects, consulting engineers, electri- 


cal contractors and utility repre- 
sentatives, and encompassed a sep- 
arate business paper space cam- 
paign with informative copy “pro- 
viding useful data of good electrical 
practice for power installations.” 

But it was the third prong which 
had to be successful if the entire 
campaign was to accomplish its ob- 
jectives. Said Mr. Frye: 

“A complicated system of product 
designation previously used by the 
client had proved very confusing to 
the salesmen and had led to a be- 
lief on their part that the product 
was too technical and complicated 
for them to handle. 

“Actually this was not the case, 
so the first sales tool developed was 
a 50-page visual presentation for 
salesmen to use at distributor sales 
meetings. This 
designed to educate the distributor's 
salesmen by taking the mystery out 
of the product and reducing the 
nomenclature to simple terms pre- 
viously used by the salesmen. . . 

“Now the real clincher in the en- 
tire promotion was the correspond- 


presentation was 


ence course. 

“Following each distributor sales 
meeting, a complete correspondence 
course . . one simple lesson a week 
for ten weeks . . was sent to the 
home of each of the salesmen who 
had been present for the visual 
presentation. Each of these lessons 
took up one of the main points 
brought out in the presentation so 
each salesman got a_ personalized 
course that served to refresh him 
on the points he had seen and heard 
during the formal presentation.” 

Results? Three months after the 
opening of this program the number 
of new customers buying Flex-a- 
power tripled. Five months later 
the client’s marketing manager in- 
formed the agency that all employes 
had gone back to work, that stock 
had been sold out and orders for 
future production were being taken, 
and that the total number of orders 
for Flex-a-power had grown to a 
figure three times greater than be- 
fore the opening of the campaign. 

Correspondence courses _ have 
been used for many years, Mr. Frye 
noted, but “this case history clearly 
demonstrates that there are times 
when ‘what’s new’ is really ‘what’s 
old’ with a bit of ingenuity wrapped 
up with it.” 


Continued on page 50 
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4 Sales Training by TV 
e 


Kut merchandisers must be alert, 
too, to the possibilities inherent in 
new methods and devices, it was 
emphasized by George R. Lyon, ac- 
count executive, Fuller & Smith & 
Ross, New York. While the client 
whose case history he related, Uni- 
versal C.LT. Credit Corp., is not an 
industrial advertiser, the method 
used in its sales training program 
might be applied by any marketer 
in the industrial field who functions 
through distributors’ salesmen. 

Agency and client, in this case, 
took advantage of the flexibility of- 
fered by kinescoped television over 
a closed circuit to demonstrate how 
C.LT. can be 
clincher. “The sales training story 
fit easily into television’s particular 
dramatic style,” said Mr. Lyon. 
“We felt that use of this medium 
for this purpose would lend the il- 


used as a_ sales 


lusion of immediacy, news value 
and excitement to the program far 
beyond that of an ordinary film.” 

The show was produced, he ex- 
plained, just as any TV drama would 
be, using the facilities of the agen- 
cy’s television department and those 
of the American Broadcasting Co. 
It was first shown over a closed 
circuit to a top management group 
of the client. “To illustrate the 
flexibility of the medium,” Mr. Lyon 
went on, “several changes were 
suggested at the first showing. We 
made script changes and incorpo- 
rated them right on the spot. Then, 
the actors ran through the story a 
second time. Each of these shows 
was kinescoped and the best parts 
of the two were edited together.” 

The film is currently being used 
as the keynote for the client’s en- 
tire dealer sales program. C.LT. 
uses it in their own  gsalesmen’s 
traininz schools, in their service 
adjuster training course and_ in 
orienting new employes. 

The 4A’s_ session demonstrated 
that a segment . . perhaps small but 
certainly growing . . of industrial 
advertisers is aggressively going 
after a complete merchandising of 
advertising and sales promotion 
programs, and that other industrial 
advertisers had better get on the 
band wagon or lose ground to alert, 
harder - merchandising competitors 


in 1954. bd 
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Mr. Brown Says. . 


“I am impelled to a word of remoti- 
strance to all of those who participate in 
special advertising sections commemorat- 
ing the opening of a new highway, the 
drilling of the deepest oil well, the 50th 
anniversary of the XYZ Co., etc. I be- 
lieve most advertising managers and ad- 
vertising agencies will wholeheartedly 
agree that such “specials” are an ex- 
travagant nuisance and play no part in 
the legitimate merchandising of products.” 


advertising in business papers 


By James W. Brown 


® HAVING REACHED a point of satiety 
with special advertising promotions, 
I composed a letter on the subject 
not long ago and mailed it to a big 
list of business publications in the 
construction, petroleum, mining, 
marine and other industries with 
whom we customarily do business, 
and also to a number of advertising 
managers and agencies. 

I knew that not all publishers 
were guilty of these “special” pro- 
motions but, the pressure being 
what it is, one could never tell who 
was going to succumb next. The 
letter I wrote is as follows: 


‘ 


Dear sir: 
Subject: 
tions commemorating the opening 
of a new highway, the drilling of 
the deepest oil well, the 50th anni- 
versary of the XYZ Co., ete. 
Having yesterday had to go 
through the painful process of turn- 
ing down not one but three proposi- 


special advertising sec- 


tions inviting our participation in 
“special” advertising, I am impelled 
to a word of remonstrance on the 
subject to all of those who partici- 
pate in such activities. 

publishers who seize 
outlined 


Magazine 
upon special 
above as “the grand opportunity” to 
sell a few extra pages of advertising 
for their current issue are short- 
sightedly overlooking the hard eco- 
nomic facts of currently high ad- 


events as 


vertising preparatory costs and the 
basic principles which make adver- 
tising productive and which are the 
only source of their income. 
Advertising preparatory 
vary of course with the type of 
agency, the workmanship and care 
put into the preparation of ads, the 
number of last minute corrections 
and so on. Our own costs may be 
relatively high but we have found 
through careful study that the aver- 
age cost to us of preparing a single 


costs 





Ad Managers Agree .. 


“I am heartily in agreement with your 
stand . . it isn’t only the cost of plates and 
special work involved, but I seriously 
doubt the advertising value of the issue.” 

. Howard Cohenour, advertising man- 
ager, Buda Engine Div., Allis-Chalmers 
Mfg. Co., Harvey, Ill. 


“If the sum total of ad-manager hours 
spent listening to special issue pitches 
were totaled, the cost would buy a hunk 
of space.” . . Joe H. Serkowich, advertis- 
ing manager, Le Tourneau-Westinghouse 
Co., Peoria, Ill. 


Be: 


James W. Brown . 


. offers some criticism. 


ad to run in a single trade journal 
is $386.34. Using ten 2-color 7x10” 
ads, each with a single illustration 
and relatively simple layout as a 
base, the contributing costs aver- 
aged out as follows: 

Art (lettering, arrangements, etc.) _ $ 88.53 
Type composition 7.35 
138.02 
Electrotypes 19.92 


Engraving 


15%* Agency commission 50.07 
hipping 2.45 


Total $386.34 


The above does not include New 
York state taxes which average 


Agency Men Say.. 


“On this matter of special issues . . we 
resist the idea very strenuously and tell 
our clients in no uncertain terms. that, for 
the most part, they are wasting their 
money.” . . E. M. Papp, Ross Llewellyn, 
Inc., Chicago. 

“Amen to your letter pointing out the 
facts of life and of advertising produc- 
tion costs to the publishers of special 
issues.” .. M. L. Mullay, secretary, Mumm, 
Mullay & Nichols, Columbus. 


from $6 to $11 per advertisement on 
work done in that area or the cost 
of procuring material upon which 
the ads were based. 

It is obvious that the above pre- 
paratory cost far exceeds the aver- 
age page space cost of trade jour- 
nals of the regional type and will 
equal or exceed the single page 
space cost of some of the nationally 
distributed magazines. 

In order then that our prepara- 
tory costs will not approach the 
magnitude of 50% of our total ad- 
vertising budget, we avail ourselves 
of every possible means to make our 
plates work overtime. This in- 
volves: 

1. So far as is possible every ad 
must be general enough to be suit- 
able “across the board” in its par- 
ticular field. 

2. Advantage is taken of the re- 
cent findings on the effectiveness of 
repeated advertising. 

3. When possible to stagger 
schedules, electrotypes are shipped 
from one trade journal to another 
for use in a subsequent month. 

It’s obvious that “special” and 
“complimentary” ads just do not fit 
into this picture. If a national ad- 
vertiser is to “take advantage” of 
such proffered “advertising oppor- 
tunities” it can be only at the ex- 
pense of regularly scheduled ad- 
vertising in the same or other me- 


dia. 


Publishers Say. . 


“Maybe it would surprise you to find 
that we are as much, if not more, dis- 
turbed by this practice of putting out spe- 
cial issues on the slightest pretext as you 
are. I want to thank you for the valiant 
work you have done in exposing the fal- 
lacies inherent in most ‘special issues’ . . 
Russell L. Putman, Putman Publishing Co., 
Chicago. 

“You have said something that has 
needed saying for a long time, and you 
have said it extremely well, including that 
staggering breakdown of the costs in- 
volved.” . . Donald V. Buttenheim, pub- 
lisher, Contractors & Engineers, New York. 


This question presents itself: 
“Would you as a publisher rather 
see an advertiser’s money spent in 
a consistent, regularly scheduled 
manner or would you rather have 
him shunt more of it into the hands 
of artists, printers and engravers by 
running ‘special’ ads at your invita- 
tion?” 

In the newspaper field advertising 
“specials” indicate desperation on 
the part of the advertising force to 
equal or exceed last year’s lineage. 
In the magazine field some of the 
same feeling may be the motive. On 
the other hand many of these “spe- 
cials” are probably started by some 
otherwise good customer who wants 
to see himself congratulated in print 
and enlists the aid of an otherwise 
reputable publisher to put it over. 
In such cases it would seem easier 
for the publisher to give the appli- 
cant a firm but courteous “no,” with 
reasons why, than to transgress all 
the rules of sensible advertising and 
sancbag as many advertising man- 
agers as possible into becoming re- 
luctant participants. 

This would seem a matter for the 
ABP (Associated Business Papers), 
the ACP (Associated Construction 
Papers) and similar organizations 
seriously to discuss. 
advertising managers and 
tising agencies will wholeheartedly 
agree that such “specials” are an 
extravagant nuisance and play no 


I believe most 
adver- 
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part in the legitimate merchandising 
of products 
So much for the letter. 


Response Quick .. Since re- 
leasing my “blast,” I have received 
many letters on the subject from 
other advertising men, from agency 
men and from publishers. The re- 
sponse was immediate and of such 
magnitude that it seems I had un- 
wittingly set off a fuse that had long 
been waiting for a light. Here's 
what some of them said: 


From Ad Managers. . 

“Our congratulations on express- 
ing in your letter what I am sure 
we all feel about ‘special’ advertis- 
ing. I am giving my copy wide cir- 
culation and it meets with favorable 
reception everywhere.” J. M. 
Klock, advertising manager, Lufkin 
Rule Co., Saginaw, Wis. 

“I think you did a very good job 
in writing your letter concerning 
special advertising sections. I be- 
lieve that your thinking is excel- 
lent.” R. C. Trees, advertising 
manager, Udylite Corp., Detroit. 

“Thank you for sending me a 
copy. . . I believe this is a good idea, 
as a good many publications are 
working the special issue to death.” 

“We agree in general with your 
thoughts. It has long been our pol- 
icy to avoid special issues unless 
they directly appertain to some spe- 
cial operations in which our prod- 
If the 
special issue is relevant to the sale 
of our products, we try to arrange 
our schedules so as to include the 


ucts are involved directly. 


issue. 

“However, we do not as a rule 
prepare special advertising to meet 
the demands of the special issue. 
We do not feel that the extra cost is 
justified. If, however, there is a 
special event, for example a tie-in 
with an outstanding history-making 
development involving customers of 
ours, where an advertisement can 
be prepared as a regular part of our 
production cost and as a regular 
part of our space schedule, then we 
will defer from our standard prod- 
uct advertising and instead of pro- 
ducing a product advertisement, we 
will produce a_ special advertise- 
ment on the occasion. .” 

(Et tu, Brutus!) 

“T am heartily in agreement with 
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your stand . . it isn’t only the cost 
of plates and special work involved, 
but I seriously doubt the advertising 
value of the issue. Sure, some of 
the publications say that the special 
issue is saved for years. But it has 
been my experience in checking 
among readers that they seldom 
save the big issues as long as the 
publications would like us to be- 
lieve. And further, with those who 
do save them, the issues have col- 
lected dust in their files. I think it 
behooves all of us to try and elim- 
inate the flagrant use of publica- 
tions to bring out anniversary, com- 
memorative and special issues.” . . 
Howard Cohenour, advertising man- 
ager, Buda Engine Div., Allis Chal- 
mers Mfg. Co., Harvey, IIl. 


From Agencies. . 

“Hooray!” .. George Appel, Witte 
& Burden, Detroit. 

“I'm awfully glad that I got on 
the mailing list for your letter. We 
are in complete sympathy with your 
thinking on the subject of special 
advertising sections.” Robert 
LaRue, account executive, Holden, 
Clifford, Flint, Inc., Detroit. 

“I'd like to applaud your turn- 
down letter to special issue hold- 
ups. I liked your reasoned and rea- 
sonable approach to the matter.” . . 
E. W. Atkinson, account executive, 
Harry M. Miller, Inc., Columbus, O. 


From Publishers. . 

“Maybe it would surprise you to 
find that we are as much, if not 
more, disturbed by this practice of 
putting out special issues on the 
slightest pretext as you are. I want 
to thank you for the valiant work 
you have done in exposing the fal- 
lacies inherent in most ‘special is- 
sues’.” . . Russell L. Putman, Put- 
man Publishing Co., Chicago. 

“We think most good publishers 
share our attitude toward special 
issues. We view them entirely in 
their relationship to reader interest 
and have found from experience 
that special subjects of wide pop- 
ular interest have added advertising 
values because of increased reader 
interest. Unfortunately, instances of 
special promotions merely for the 
sake of developing increased adver- 
tising volume tend to obscure the 
fact that special issues of real serv- 
ice and interest to readers do per- 


form a constructive service both for 
readers and advertisers.” .. G. A. 
Pope, business manager, Foundry, 
Cleveland. 

“I do not believe that most pub- 
lications can publish any type spe- 
cial edition without impairing the 
editions preceding the special, which 
is unfair to all regular advertisers. 
. . As you say, all magazines do best 
when they receive their advertising 
on a regular basis.” . . R. O. Schaef- 
er, Jr., advertising manager, Mis- 
sissippi Valley Contractor, St. Louis. 

“We feel a certain obligation to 
notify you when our editors plan 
some feature article which we feel 
will be of interest to you and other 
people in your company. Our ex- 
perience has been that we can 
create a good deal of ill will by not 
doing so. To straddle all sides of 
the street, we have been sending out 
what might be called ‘notification 
letters’ rather than high pressure 
sales letters on matters of this 
kind.” Mitchell Tucker, vice- 
president, Oil & Gas Journal, Tulsa. 

“There seems to me to be an ex- 
cellent solution to this problem: 
why not send a copy and cuts ad- 
vertisement with a rough layout to 
the publisher and let him set this 
ad without cost to you? After con- 
sultation with our art and produc- 
tion department I come up with the 
following figures . .” 

(And lose a good agency?) 


Will They Think Twice? . . There 
you have the gist of it. I actually 
received many more letters from 
publishers than from agencies, and 
a few more from agencies than from 
advertisers. Few publishers with 
reservations on the subject wrote, 
but that is to be expected. One 
thing to be noted is that with some 
business paper publishers, the pub- 
lisher-agency relationship seems to 
have deteriorated slightly. 

If the net result of the activity 
serves to make all publishers think 
twice before attempting to promote 
advertising on a special basis, I’m 
sure it will make most advertisers 
happy. If all advertisements could 
be prepared “for free” there 
wouldn’t be much argument, but 
unfortunately neither the advertiser, 
the agency nor the publisher have 
much control over the cost of cer- 
tain basic preparatory operations. 8 
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you get more, better results in RAILWAY AGE 





EDITORIAL...intensive readership 


Leading Features — 15 Issues 


Week at a glance 


5 departments (Average) 


Percentages of readership shown above are reported in 
Railway Age's continuing reader survey of editorial content. 


CIRCULATION... growth 
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12,000 1945 1949 1953 
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RAILWAY AGE high-calibre editorial presen- 
tation gets intensive readership. 





ADVERTISING...leadership in 1953 
Railway Age Weekly 2397 June Daily 266 


Modern Railroads 


CTTihahmta-n ck and Structures 
CClihabae Signaling and Communications 


LTTiha-b7| Freight Traffic 














RAILWAY AGE maintains leadership in total 
advertising pages, year after year. 


Write for booklet 

“How to Specialize Your 
Selling in the $3 Billion 
Railway Market.” 








RAILWAY AGE paid railway circulation hits 
all-time peak, 11,305; total net paid, 15,114. 


Raitway AcE is the broad-coverage 
magazine of railroading...the only 
publication edited from the management 
and operating viewpoints. It's the 
business magazine of the industry... 
your closest contact in print with the men 
who authorize, appropriate and approve. 
No. 1 in paid circulation...in outstanding 
readership...in advertising volume... 
Make it First in your 1954 campaign 

for railway sales. 


Railway Age pages for 1953 are minus pages transferred 
to Railway Freight Traffic. 


RAILWAY AGE 


RAILWAY AGE IS PART OF THE BUSINESS OF RAILROADING. 


LT 


a simmons-boardman publication 
30 Church Street, New York 7, N. Y. 

79 West Monroe Street, Chicago 3, Ill. 

Terminal Tower, Cleveland 13, Ohio 


Washington, D. C. * Portland, Oregon 
Dallas * San Francisco * Los Angeles 
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Russel A. Reed 


His First Sale Was a Topic 


Russ Reed began his promotional career by 
selling the faculty of Worcester Polytechnic 
Institute on the idea that his thesis on adver- 
tising . . the first ever submitted on that sub- 
ject in an engineering college . . was suitable 
material. He’s been promoting successfully 
ever since. Since 1923, he’s been with the pub- 
licity department of the Norton Co., Worcester, 
and has been assistant publicity manager for 
the past nine years. A national director of 
NIAA since 1948, Russ also has served as chair- 
man of the nominating committee. 


George W. Morrison 


Let George Do It 


Advertising manager and business paper pub- 
lisher . . that’s the unique combination of re- 
sponsibilities that George W. Morrison carries. 
He is ad manager, Ingersoll-Rand Co., Phillips- 
burg, N. J. (a job he has held since 1919) and 
president, Compressed Air Magazine Co. (since 
1932). An engineer, he joined Ingersoll in 1910. 
He was president, Industrial Advertisers of 
New York, in 1922 and president, Controlled 
Circulation Audit, in 1946. “Let George do it” 
might have originated with George Morrison. 
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Henry C. Silldorf 


From a Few to Forty 


Recognized by his colleagues as one of the 
great contributing factors in the growth of 
G. M. Basford Co., New York, is Henry C. Sill- 
dorf, elevated to board chairman in 1952 after 
21 years of service to the agency. His under- 
standing of the problems of industrial adver- 
tising and marketing has helped develop the 
agency’s account list from a handful in 1932 to 
more than 40 today. An engineer by training, 
Mr. Silldorf, to quote his fellow workers, 
“maintains a daily schedule that would dis- 
courage many a younger man.” 


David R. Watson 


He Founded Two Publications 


The new vice-president of National Business 
Publications, David R. Watson, has founded 
two Chicago publications, Modern Railroads 
(in 1945), and Appliance Manufacturer (in 
January, 1953). With a degree from Swarth- 
more College, Mr. Watson started in the cir- 
culation department of McGraw-Hill in 1924. 
He has been with General Electric (commer- 
cial research division, 1932-34), Western man- 
ager, Electric Light & Power and Electrical 
Dealer (1934-40), and western manager, Weld- 
ing Engineer (1940-45). 





HE leaders know there’s no substitute for the reader confidence, 
reader loyalty and just plain readership earned by high I.Q. editorial. 
Thirteen national awards prove Domestic Engineering's editorial pre- 
eminence. Four hundred and 80-odd advertisers, currently using this 
publication, know that high editorial intelligence attracts intelligent 
readers, and that such readers do the vast bulk of the business in this 
industry. 

You too can get better results from your advertising budget when you 
concentrate in Domestic Engineering. Let us explain why and how. 
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BUYING POWER 


ITS READERSHIP 
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Want more evidence? Then listen to the Services for advertisers: 

ncompromising sn re-doll : 

bills pe 2 stig eg of cig seigianagese . Marketing and research assistance. 

ills. nea ers” ay it on the line to get . Complete mailing service for reprint, cata- 
Domestic Engineering, the only fully- logs, etc. 

paid publication covering the over-all Y a boy te sea “ ‘a ae service 
- . . ts af he 4. e c ineerir atalo; rectory. 
field of plumbing, heating, air condition- . A complete portfolio (aids, film strips, dis- 
ing and related appliances. plays) for sales meetings. 
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MAGAZINE 


1801 PRAIRIE AVE., CHICAGO 16, ILLINOIS 











What Kind of Machinery Do You Make? 
| s “ll £ al Ci 


Machine 
Tools? 


Adopraddey wnitere quabt, geutive opermting ther 
Rank el Rad Mhecmoe ecteciaties eke Biomend Meller Cheins first chee for 
cevatient eppiceriens 


Which ad DIAMOND ROLLER CHAINS 


Insure Top ge Performance 
attracted 


Construction 
Machinery? | 


more readers ? 


iad ey here eb dat tl acorn bt eran ei 
solve your power traasfes problems. Our engineering staff is at your service. 
DIAMOND C chain COMPANY, ine. 





Question vs. Statement 


® ONE HEADLINE asked a question, 
the other made a statement in these 
two ads for chain in Machine De- 
sign. 


The question ad was for Diamond Design for sustained high efficiency at high speeds 


Chain Co., Indianapolis, and the 
other ad was for Link-Belt Co., with LINK- BELT Silent Chain 
Chicago. Which attracted more ves 
readers? See page 136. aasenate ge : LINKS SHLENT BELT 
assurance of dependable, nee et 
positive transmission 
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1996 Billion 


AND HOW TO REACH IT: 


The Gas Industry will spend $2.6 biflion for new TOTAL CIRCULATION OF 
construction alone in the 1954-1956 perjod . . . and the GAS INDUSTRY PUBLICATIONS 
respective coverage of this market by ghe publications 
serving it is shown in the chart. 


COMPLETE coverage of the gas indusfry is given ONLY 
by GAS—and it has taken the cooperagion of fifty leading 
manufacturers who sell the industry/to accomplish this. 


1948 48461949 1950 1951 1952 1953 














In each case, these manufacturers hgve selected their best 
customers and prospects to read (GAS... not just the 
companies, but the executives technical men their 
salesmen call on—the people whojcontrol or influence the | 


buying of equipment, appliancey, and services. 
a 2nd Pub. 


These are the same people YOY must reach to make sales 
—and through this carefully sel&cted and controlled circu- 


lation plan, GAS gives you tHe greatest concentration of 
buyers and buying influencesfin the gas industry. 
94% of GAS’ circulationfs to individuals. And GAS 


costs you less per thousafid circulation ... 15.6% less 
than Gas A ge and 36% lgss than American Gas Journal. 


























@ Write for a free copy of the booklet ““Who Says ‘Yes’ In 
The Gas Industry.” EWery space buyer should have it, 
and it’s yours for th¢ asking. 








3rd Pub. 











More circulation... 





More editorial : / 
‘ ages per issue ... 
The Leading : 


More advertising 
Gas Indus ry pages per issue... 
~~ 








l Lower advertising cost 
per thousand circulation, ,. 


Publication 





than any other gas 
industry publication. 
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WABASH RIVER — $67,000,000 The Public Serv- 
ice Company of Indiana, Inc. has this plant 
under construction near Terre Haute, Ind. When 
completed in 1955, at a cost of $67,000,000, it 
will feed through two 100-mile, 230,000-volt cir- 
cuits into re-transmission stations at Kokomo and 
Columbus, Indiana. 


OHIO RIVER — $55,000,000 This is the Indiana 
& Michigan Company’s new Tanners Creek 
Plant showing construction under way on a third 
200,000-kw_ steam-electric turbine generating 
unit. When completed in 1954, this plant will 
have a capacity of 500,000 kw, consisting of two 
150,000-kw units and the 200,000-kw unit now 
under construction. 











Expansion of the electric power industry is almost unbelievable. Since 1945 it has 
spent more than $16 billion for new construction. And yet, 1954 will be another 


multi-billion dollar construction year. 


This tremendous expansion is the result of vastly increased demands for more 
power. In 1945 the industry was serving about 35 million customers. Today it is 
serving about 50 million customers. 


Sales are up, too. In 1945 a domestic consumer used about 1200 kilowatt hours. 
Today he is using almost 2200 kilowatt hours. 


This kind of action means business to the suppliers of materials and equipment. 
The electric power industry is a huge market. It is a growing market. 


How do you sell it? What does it buy? Who does the buying? How do you reach 
the buyers? These are questions Electric Light and Power can answer for you. 
Electric Light and Power is the only magazine serving the electric power industry 
exclusively. It reaches the key men — the buyers — in every leading power company 
in the nation. More than 50% of these men have been reading this magazine for 
more than ten years. 


If you are looking for more sales it will pay you to look to the electric power in- 
dustry. One of our representatives will be glad to give you the complete story about 
this expanding industry and tell you how to get a share of this great market. 
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THE ONLY MAGAZINE SERVING THE ELECTRIC POWER INDUSTRY EXCLUSIVELY 
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editorially 


What Do Advertisers Want to Know? 


s Whenever publishers get together, one of the 
most interesting topics they discuss is the kind 
of information advertisers want from media, and 
accordingly the sort of data they should include 
in their promotion and sales presentations. 

But the fact remains that advertisers and agen- 
cy men usually criticize media promotion as unin- 
teresting and lacking in usefulness to them, on 
the ground that usually it emphasizes the selfish 
interest of the medium, and is only slightly re- 
warding to the advertiser who is looking for the 
solution of a sales problem. 

One suggestion for effective promotion was 
recently offered by the publisher of an industrial 
journal which had an opportunity to score an 
impressive editorial achievement as the result of 
quick and effective handling of an important news 
development in its field. The work of the editors 
was made the subject of a special promotion, and 
the enthusiastic comments received from adver- 
tisers convinced the publisher that this was the 
sort of material they are really interested in. 

Of course advertisers want to know all they 
can about editorial performance, because that 
suggests the kind of impact the publication has 
on its market. The interest of the advertiser in 
this subject, compared with the lack of emphasis 
given to it in magazine promotion, must strike 
many buyers of industrial advertising as a re- 
markable lack of coordination. 

If their opinions are worth anything, then pub- 
lishers can well devote more attention to a por- 
trayal of editorial service in sufficiently dramatic 
terms to suggest what happens when the reader 
opens the book. For it is at that point that all of 
the efforts of advertisers, if they are to be suc- 
cessful, must have their fruition. 


Another Victory for Research 


® Joe Serkowich, IM’s Industrial Advertising 
Man of the Year for 1953, has won many honors 
in the industrial advertising field, and the citation 
which was given him by this magazine is just one 
more indication of the ability he brings to his 
job as advertising manager of LeTourneau-West- 
inghouse. 

One facet of his work which is perhaps worthy 
of special emphasis, however, is that he is among 
the advertisers in this field who are making full 
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use of the growing volume of research material 
available to them. The idea that sales and adver- 
tising research cannot take the place of the in- 
tuitive knowledge of the able and experienced 
marketing executive is giving way to the realiza- 
tion that there is no substitute for facts. 

Facts do not interfere with the creative process- 
es in advertising, but they provide a sound basis 
on which the creative man can erect a structure 
of advertising and promotion which has the best 
chance of success. The more facts one has avail- 
able, the better one can appraise the particular 
program which is under consideration. Chances 
of failure are reduced, chances for success in- 
creased. 

That Mr. Serkowich has been able to utilize the 
data developed by research of advertising reader- 
ship in fields in which he is interested is a testi- 
mony both to his appreciation of the usefulness 
of new information of this kind and its practical 
application to the problems of many industrial 
advertisers. It is good to know that there will be 
more of this kind of research in the future than 
there has been in the past. 


No Substitute for Enthusiasm 


# Arthur “Red” Motley, publisher of Parade, the 
magazine distributed with Sunday newspapers, is 
one of the ablest business speakers in America, 
and his services are in great demand. He is not 
only an interesting and forceful personality, but 
likewise one of the greatest salesmen we have 
had in the advertising field. 

We recently had the pleasure of hearing him 
address a convention of sales executives, and were 
especially impressed with his summary of what 
is needed to get maximum results in this compet- 
itive year, from the standpoint of increasing the 
production of individual salesmen. 

As Red put it, “Belief gives power to know- 
how.” 

What he meant, as he expanded on the theme, 
was that it is important to have technical knowl- 
edge of the job, but it is even more important to 
have the conviction of the rigi‘tness of one’s as- 
signment. Such a conviction provides the per- 
sonal enthusiasm which makes technical knowl- 
edge powerful enough to move others to action. 

It’s an old and familiar thought, but one which 
needs added emphasis in 1954. 
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. taken from letters sent to every 
4th name of the Directory mailing list 


A Proven Sales-Producer ! 


The MACHINE and TOOL BLUE BOOK Directory is the only complete 
buying directory issued for the metalworking industry. It SELLS all year 
because it is USED all year . . . proved by our latest survey among 
BLUE BOOK Directory users. 


82.2% reported the Directory helpful in locating sources of supply. 


73.7% reported the tables, trade associations and other data provided 
in the Directory proved helpful. 


It is handy, easy to use, square back: opens flat. Durable, ‘stiff, lami- 
nated covers withstand constant use the year-round. Compact and 
handy... with useful tables and other information . . . it invites constant 
use. This type of information is the ONE SOURCE metalworking execu- 
tives always keep on hand. That's why the Directory should be the 


backbone of YOUR SELLING JOB to the huge metalworking industry. 


Include the Directory in your 1954 sales program. 


Machine aadToot BLUE BOOK 


HITCHCOCK PUBLISHING CO. © WHEATON, ILLINOIS 


1954 DIRECTORY 


921°/o GAIN OVER 1953 IssuE 


Be sure to include the 


1955 DIRECTORY 


on your 1954 schedule 


Dec. 15 
Nov. 10 


28,900 


For Double Selling Power in ‘54 


use the regular monthly issues of M/- 
CHINE and TOOL BLUE BOOK, as well 
as the annual DIRECTORY. This unbeat- 
able combination gives you quick con- 
tacts at low cost. Over 40,000 copies 
mailed every month to metalworking 
executives—95% personalized. 


Distributed 


Closing Date 


Guaranteed 
Distribution 





Circulation verified by Western Union. 


Write for NEW 24-page Data File based 
on NIAA ovtline. 





CORNFIELD CHEMICALS: Acres of tank 
cars crowd out the silos in this farm- 
belt landscape as National Petro-Chem- 
ical’s new $50 million operation goes one 
stream outside Tuscola, Ill. Bidding for 
a top spot in the U.S. hydrocarbon race, 
they've built a whole community of 
chemical process plants here within 
28 months. It’s another example of con- 
tinuing expansion in the great-growth 
market as CPI companies shoot for 
a $70 billion-a-year output by 1960. 


SALTY SECRET! It’s out now but for awhile these two 
ex-GI hailbusters never had it so good. They won 
Oregon fruit-growers respect (and cash) by spewing 


“Element X” into thunderheads to prevent costly hail 
storms. But a new state law made ’em tell . . . the 
secret compound was sodium chloride. Their rejoinder 

“It isn’t what you use, but how you use it, that’s 
important.” Makes sense, too .. . look at the myriad 
of salt applications in the Chemical Process Industries 


LAZY SUSAN: The housewife has nothing on the A. O Smith Corp. 
when it comes to materials handling efficiency. This dry-mix station 
operator saves steps with an industrial adaptation at the company’s 
new plant near Lancaster, Pa So, too, does process management 
keep an eye open for new equipment and methods. Moving more bulk 
goods than any other industrial market, the CPI invested a big slice 
of its $6.5 billion capital spending last year in materials handling. 
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ALERT MANAGEMENT: A smooth-working research team backed by management policy is responsible 
for Eaton Laboratories, Inc.’s newest antibacterial agent, Furadantin, just recently brought to 
full-scale commercial production. Here’s Howard Sumner, President of this Norwich Pharmacal 
Company subsidiary, who believes the future of the drug industry is dependent upon intensive 


research. Mr. Sumner likes most about CHEMICAL WEEK . . 


. “the interpretations 


chemical 
of the news that give chemical executives a well-rounded perspective of the entire field.” 


Change comes quick to the Chemical Proccss 
Industries ...in plant design, materials and 
methods... in adaptation of equipment to im- 
prove processes and products. It’s a growing, 
ever-moving market, where decision-making ex- 
ecutives watch new developments for ideas to 
cut costs and up output. And that’s how CHEMICAL 
WEEK answers the needs of chemical business- 
men... it provides the know-why that helps 


solve management problems. 


CHEMICAL WEEK, sharply focused on the business 
news of the market, strikes at the core of execu- 
tive-level interests. Succinct, newsworthy, in- 
formative ... it’s process management’s own 
magazine. And that’s why more and more adver- 
tisers ... of equipment, materials and services 

. continue to find it an effective approach to 
the market. CHEMICAL WEEK reaches, and sells, 
men of all the management groups in the Chem- 
ical Process Industr es. 


alert management, and... Chemical Week 


in the chemical process industries . .. it’s management's own magazine 


A McGRAW-HILL PUBLICATION * ABC+ABP 
McGRAW-HILL BUILDING, NEW YORK 36, N.Y. 
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employe communications 


public relations 


by Robert Newcomb 
and Marg Sammons 


Learning the Language. . In Denver a meeting of industrial relations specialists, 


= ae 


intain States Employers’ Council, hashes over wage surveys 


How management council works 


for better labor 


® SOME MONTHS ago the Parker Pen 
Co. in Janesville, Wis., hit the pub- 
licity jackpot when it announced the 
abolition of time clocks. This some- 
what spectacular reversal of the 
trend came to the attention of a 
group of industrialists in Denver, 
and out of their curiosity was born 
a special seminar, called solely to 
discuss the Parker plan and its pos- 
sible applications to the half dozen 
concerns in the Denver area which 
had expressed an interest. 

This willingness to tailor-make a 
communications program for only a 
few member companies is typical of 
the extent to which a solid, progres- 
sive managernent association in 
Denver is willing to go. The Moun- 
tain States Employers Council, 
which utilizes the direct and simple 
slogan, “For better labor relations,” 
has been doing a job for its man- 
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agement members ever since it was 
founded. No inquiry is regarded as 
too trivial, and if only five people 
want to gather around a council 
table and discuss a_ subject, the 
council is ready, able and willing. 
The council is strictly for man- 
agement, and makes no bones about 
it. It is a powerful and extremely 
effective bargaining agency for its 
members. In a recent report on the 
council, Business Week referred to 
it as a “bosses’ union,” and the label 
is well earned. The council has 
recognized for some time that “basi- 
cally labor negotiations and other 
aspects of labor relations have been 
nothing more than defensive tactics 
on the part of management, and that 
if management was to assume a role 
of leadership, much constructive ef- 
fort need be expended.” In 1950 
the Council set out on a definite 


NY 


Industry’s relations with 
Employes/ Stockholders 
Distributors/Suppliers/ 
Neighbors 





program to accomplish the first im- 
portant task . . that of acquiring top 
management backing. This was 
achieved through personal contact, 
trial programs in key companies to 
determine the proper range and 
shape of its work, and an annual 
program known as the management 
policy conference, designed to ap- 
peal to policy-making executives. 

Out of these activities came a 
sound series of “briefing sessions 
and workshops.” These . . from a 
communications point of view 
are the backbone of the association’s 
work. Experience taught the coun- 
cil’s staff what people in industrial 
relations like, and two different 
types of meetings were developed, 
to appeal to all who attend. The 
first . . the briefing session . . is an 
informational type meeting, and is 
generally attended by 50 to 100 per- 
sons. Here the presentation is gen- 
erally in lecture form, and a rela- 
tively brief period is given over to 
questions and discussions. 

The other type is the “workshop,” 
which is limited to 15 to 20 persons. 
Here the discussion approach is 
used. A theme is presented, and 
those present are invited to suggest 
various solutions. This type of 
meeting can also handle a technical 
subject, giving full opportunity for 
complete questions and answers. 


Here’s a Sample .. Topics re- 
cently covered in the Council’s 
briefing conferences: development 
and administration of safety pro- 
grams, job evaluation, application 
and proper use of wage surveys, 
unemployment compensation, health 
and welfare plans. The workshop 
sessions thus far have covered at- 
titude surveys, recruitment service 
and placement, status of the first- 
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Black Magic 


Adequate supplies of fuel, together with other natural resources, 
are important assets in attracting new industries. In order to These Industrial Site Advertisers 
reach executives in these industries, industrial site advertisers Reach Their Top Prospects Through Business Week 


use the pages of Business Week. Alameda County, California, Minneapolis Gas Co. 
New Industries ——— Mississippi Agricultural & 
H = American Gas & Electric Co. Industrial Board 
In a study conducted among 1,000 Business Week sub BC. Electric Co., Ld sg eg 
scribers in 1952, four out of ten stated that their compa- Baltimore & Ohio Railroad Co. Development 
. . ‘ ‘ . British Columbia Government Monterey County, California, 

nies had built plants in new locations during the past five (Dept. of Trade & Industry Industrial Development, Inc. 

F P P . P ° Charleston, South Carolina, Nebraska, State of 
years or were considering it. Nine out of ten said they in- Development Board 


ivisi f k > 5 
Chesnpiele 6 Ghie faltwey Ce. Division of Nebraska Resource 


fluenced their company’s choice of a new plant site. Chicono & Eastern illinor Railroad | Netherlands Industrial Institute 
: Chicago, Rock Island & Pacific New York State Dept. of Commerce 
These are some of the reasons why, for the past eight consecu- Railway Co. Norfolk & Western Railway Co. 
. . . + Clearwater, Florida, Chamber of North Carolina Dept. of 
tive years, advertisers of plant site locations have placed more Caniitcien Conservation & Development 


: ‘ P ° es ° Cleveland Electric Illuminating Co. Northern States Power Co 
pages in Business Week than in any other magazine in its field. Paracinase Pawar Co Ricetfimastann Matonel Beak 


: cat me) Erie Railroad Co. Ohio Edison Co 
These advertisers know that they reach more decision-making First National Bank of Minneapolis Oklahoma Planning & Resources 


isi i i Florida, State of Board 
management men i atti dollar ang Week than ny hy A 2 
i -business or news publication. Grand River Dam Authority of Commerce 
oe other general “ Houston Oil Co. of Texas Philadelphia Electric Co 
Houston Pipe Line Co.) Puerto Rico, Government of 
Investors Diversified Services (Economic Dev. Administration 


YOU ADVERTISE IN BUSINESS WEEK WHEN lowa Development Commission St. Louis Southwestern Railway Lines 


Kern County, Cal., Board of Trade San Antonio, Texas, Municipal 
Lackawanna Railroad Co Information Bureau 
YOU WANT TO INFLUENCE MANAGEMENT MEN Lewistown Industrial Dev. Corp. Sault Ste. Marie Citizens 
Long Beach, California, Chamber of Industrial Commission 
Commerce (Dept. of Industry South Carolina Research, Planning 
Los Angeles Dept. of Water & Power & Development Board 
Louisiana Dept. of Commerce & Southern Railway Co. 
Industry Union Pacific Railroad Co. 
Mchanoy City, Penna., Industrial United Gas Corp. 
Development Committee (United Gas Pipe Line Co.) 


r litan Oakland Ar WCCO, Minneapolis-St. Paul 
A McGRAW-HILL PUBLICATION ee pre sean ea — . eee = Pow 
330 WEST 42ND STREET, NEW YORK 36, N. Y. 


Source: Publishers Information Bureau Analysis 











Survey Reveals Amazing Proportion of 
Orders Resulting from Inquiries Produced 
by Industry's Buying Guide —— eco 
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The research department of 
CONOVER-MAST PURCHASING 
DIRECTORY recently conducted a 
nation-wide survey to determine the 
proportion of inquiries produced 

by C-MPD which resulted in actual 
orders. Questionnaires were sent to 
1,450 names selected from the 
C-MPD latest inquiry file. 


Here are the Results 


The 817 users who responded to the 
questionnaire reported that of the 
4,541 inquiries which they sent to 
companies listed in CONOVER- MAST 
PURCHASING DIRECTORY, 2,575 or- 
The C-MPD representative in your area will gladly give ders were placed. In the case of 
you a more detailed report of this survey, and at the 1,783 of these orders, the amount of 
same time show you how your company, too, can re- business was specified—and it 


ceive orders and buying inquiries through the CONOVER- 
MAST PURCHASING DIRECTORY. totalled $3,392,187.21. 


WRITE TODAY 





CONOVER-MAST PURCHASING DIRECTORY GIVES 


YOU 60% MORE MANUFACTURING CIRCULATION 
onover- as THAN THE NEXT DIRECTORY 


Total Circulation 
URCHA DIRECTORY 282 Dee 1950 
THOMAS’ 21,000 ABC 
737 NORTH MICHIGAN AVENUE, CHICAGO 11, ILL. REGISTER 7,083 Dec. 1952 


re 


MANUFACTURING CIRCULATION = ALL omuer{ | 


CONSULT YOUR ADVERTISING AGENCY 





employe communications . . 


begins on p. 64 


line supervisor, job evaluation, 
merit rating, development of a per- 
sonnel policy, and control of em- 
ploye turnover. Not all of these 
themes have a specific bearing upon 
the communications function, but 
you might put it this way: no one 
in communications will suffer from 
knowing too much about any one. 

To determine the subjects for the 
briefing sessions and workshops, the 
Council polled its membership by 
postal card, on which were listed a 
variety of subjects. These are the 
chosen themes for the current sea- 
son, based on the expressed views 
of the members: workmen’s com- 
pensation, development of effective 
supervision, use of group incentives, 
disciplining of employes, selection of 
employes and supervisors through 
testing, and development of employe 
communications. 

The Council’s executive vice- 
president and guiding spirit . . and 
the man who built it from an idea 
into an institution . . is James P. 
Logan. He believes in the right of 
management to manage, and he be- 
lieves that management should not 
forever find itself panting on the 
ropes when the topic of contract 
comes up. He is aggressive and 
tough, according to those who know 
him well, and thoroughly fair. His 
labor union adversaries may not 
love him unrestrictedly, but they 
respect him, which is probably all 
he wants them to do. Jim Logan 
believes, first and foremost, in mak- 
ing a management association an in- 
strument of wide, thorough and 
constant service to its members. 
He has never settled for anything 
else. 

Out of Jim Logan’s philosophy 
comes a crystal-clear tip for people 
in the field of employer-employe 
communications: the themes that 
interest and concern his members 
are the themes that should interest 
and concern people in communi- 
eation. A case in point: last 
month a machine tool manufacturer 
established an entirely new program 
of supervisory communication, lo- 
cally developed around local situa- 
tions. But the communicator kept 
himself aloof from the news of it, 


and what he finally wrote and pub- 
lished about it was based on such 
a fragmentary grasp of the facts 
that it would have been better un- 
touched. The tie between the mak- 
ers of employe relations policies and 
those who should convey informa- 
tion to employes about those pol- 
icies ought to be much stronger 
than it is. 

These are the spotlight themes in 


industrial and public relations to- 
day: the economic trends, the lay- 
off and how to handle it; competi- 
tion and the need for quality; 
strengthening the supervisory tie 
during the cutbacks. One may be 
sure that these themes and others 
like them are on the agenda of the 
Mountain States Employers Council, 
where doing a job for management 
is a round-the-clock procedure. 8 





Communications man of the month. . 


Rigley uses instinct and brotherhood 


in whirlwind Minute Maid campaign 


Robert L. Rigley . . Minute Maid Corp 


® LIKE MANY young companies try- 
ing to stay on their feet financially 
while both hands are busy with 
production and marketing, Minute 
Maid Corp. had little time and no 
money to spare on a communica- 
tions program back in 1946, when 
the firm was pioneering in the fro- 
zen citrus concentrate field. When 
the future began to look promising, 
Minute Maid sagely turned to the 
matter of its industrial and public 
relations at its Florida operations. 
Still more sagely, it tagged a man 
named Robert L. Rigley for the job. 
The shape of things to come it left 
to him. 

Rigley by instinct is: a mobile 
communicator. He sees no reason 
why a concern should start a super- 
visory program and then follow it, 
at ten-year intervals, with an em- 
ploye paper, plant tours and a man- 
agement newsletter. It has been 
his observation that such flights in 


communication never get off the 
ground. 

Within a short time after he took 
over his assignment at his head- 
quarters in Plymouth, Fla., Rigley 
tackled one of the communications 
toughies: the guided tour for vis- 
itors. This was communications at 
the personal, public level, and it 
needed a load of brotherhood. He 
warmed up the program, and since 
he modernized the tour, upwards of 
5,000 people have seen Minute Maid 
plants during the processing sea- 
son and have gone away contented, 
impressed, and grateful for a 
sprightly little souvenir booklet of 
the trip. Rigley almost immediate- 
ly tore into a program of news re- 
leases, distribution of information to 
citrus growers through bulletins, 
and a radio news program beamed 
at the Florida fruit suppliers. In- 
ternally, he turned his attention to 
supervisory relationships, and 
launched an annual supervisory 
training course. He lifted an em- 
ploye newsletter out of the gossip 
division. His department shortly 
took on an indoctrination manual, 
and assumed charge of employe ac- 
tivities such as company picnics and 
dinners. Safety came into its own 
with the appointment of a full-time 
director and industrial nurse. 

Rigley is a catalyst in communi- 
cation. What many communications 
engineers are still dreaming about, 
Rigley has long since set in mo- 
tion. He sees no reason why a 
good idea should die on the draw- 
ing table, and he makes sure that 
it doesn’t. a 
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call you push a button 
and bump your CPI “profits 


Better than that! Somebody else will do it for you. Because today automation 
is industry’s hottest new profit force, and the Chemical Process Industries 

are tailored-to-order for automatic control. 

Fact is, they broke the trail for pushbutton plants a long time ago. 


What’ll it mean? It’s more than mechanization! The automatic factory 
will utilize power and machines to a degree without human control. It’ll mean 
an expanding economy and better living standards, higher output and lower costs. 
It’ll mean bigger plants and bigger demands... more equipment will be needed, 
more raw materials consumed. But get that faraway look out of your eyes 

.. it means more sales for you right now in this 
$54 billion producing, $40 billion-a-year spending market. 


Want a reason why? Look at Business Week’s report on Tomorrow’s Management 
... toa large extent automation already exists in some process plants 

...@labor content as low as 10 percent ...atrio of new chemical plants 

with a capital investment of several million dollars 

...a@ few hundred men run the entire integrated operation.” 


Want more? See what these process plant operators are up to now. 

Look at these reports from CHEMICAL ENGINEERING on... Rubber By Pipeline 
—New Silica Brick By Pushbutton—Industry Hires Captain Video. 

Take a good look at this workbook .. . at the production-loaded editorial content 
... at the how-to, show-where journalism that more chemical engineers 

pay for and prefer to any other magazine in this bustling market. 





How about it? Want a way to put that “Look, Boss, no hands!” 
touch in your own CPI selling? 
Try the chemical engineer’s business paper 

. your salesmen will love it! So will you 
when you begin to feel the boost from this low cost, 
high readership advertising . . . the kind 700 successful CPI sellers 
know pays off best .. . in CHEMICAL ENGINEERING. 


CHEMICAL PROCESS INDUSTRIES 








bond dor those CP| marlest Rabe, 


PUSHBUTTON PLANTS: WHEN AND HOW 
—A close-up of the fully automatic CPI factory 
from CE’s classic Process Instrumentation re- 
port. Tells what automation means —its CPI 
progress, present possibilities, future potentials 
—plus a provocative glimpse at the impact on 
society, industry and your process markets. 


WHAT ONE REFINERY BUYS —Here’s the 
second in CE’s continuing series of buying stud- 
ies... the story of purchasing and specifying 
practices ina large refinery... who buys—what 
products —how much—how bought ...a case 
history from interviews in the plant and home 
office of a leading oil company. 


CHEMICAL PROCESS FLOWSHEETS — 150 
detailed diagrams ... from abrasives to zinc 
oxide ...a whole book full of basic CPI opera- 
tions that show where your equipment and 
materials fit in process plants. 


BESIDES THESE, your CE representative has 
other aids to suit particular product needs and 
augment CPI planning. Tell him your sales 
problem ...or write direct to CHEMICAL ENGI- 
NEERING’s Research Department, 


more engineering-minded production men read it... 


more advertisers invest more pages in it... 


Chomicol © © 


il Publication, 330 West 42nd Street, New York 36, N.Y 





Worthington market picture, 1939-54 


1954 
Air conditioning 
market . . 
year-round—homes 
- @ potential 
$5 billion market 


1939 


1939 1954 


Air conditioning 
market . . limited 
Sales (rate). . tn hot aveuther- 


$150,000,000 


Sales .. 


$15,000,000 commercial 


Worthington finds sharp changes in marketing problems since the last ‘hard-sell’ period 


Needed in 1954 . 
research, coordination, service 


A top executive looks for flaws in the industrial selling pattern 


By Edwin J. Schwanhausser [Executive V 


® EVERYONE AGREES that we in this 
country are moving deeper into a 
buyer’s market. Our number-one 
problem is to sell again. 

In approaching this problem, how- 
ever, it may well be that the quick 
solutions we talk about are the 
over-simplified methods of days that 
are gone. 

We are constantly being reminded 
that the salesman who knew how to 
compete for business, and had the 
fighting spirit which makes a good 
competitor, has either died, or has 
lost his pep, or has settled into the 
comfortable, easy life of the order- 
taker. We are told that the young 
men coming along have never been 
unde; fire on the selling front line, 
and they have no heart for the 
tough, competitive life of aggressive 
salesmanship. 

I would like to suggest that the 
selling opportunity we face today is 
not only far greater than we seem 
to suppose, but one which must be 
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thought of in new and different 
terms. This whole issue cannot be 
resolved solely from the viewpoint 
of how to get back to 1939. The 
world has changed very substantial- 
ly since 1939 . . or whenever it was 
that all the salesmen were supposed 
to have passed out of the picture. I 
would like to suggest that we have 
a whole new equation. 

We live in a new industrial world 

. a new international world . . a 
different competitive world at home 
and abroad. In 1939, for example, 
Worthington’s total business was in 
the order cf $15,000,000. This year 
our bookings are running at the rate 
of approximately $150,000,000. As 
we look ahead from 1953 we see 
many opportunities we didn’t see 
when we were back in 1939, because 
they didn’t exist then. The whole 
scene has changed, particularly the 
needs of people and their ideas 
about what industry should do to 
meet those needs. 


For example, it is true that in 1939 
in the air conditioning 
business. But our position in 1954 
is entirely different. Today we are 
moving rapidly into home air condi- 
tioning, with special interest in the 
successor to air conditioning, year- 
round home conditioning. We may 
have had great dreams in those days 

. in fact, I know we did . . but we 
didn’t anticipate the $5 billion air 
conditioning market that now seems 
just around the corner to the air 
conditioning industry. 

And as we consider this changed, 
and constantly changing sales scene, 
we cannot escape the fact that “top- 
side” management modern in- 
dustrial management in the U. S.. . 
has been moving steadily for many 
years toward what we might de- 
scribe as a highly specialized profes- 
sional status. This fact is increas- 
ingly reflected in the development of 
professional schools . . the Harvard 
Business School, for example. It is 
also reflected in the careful training 
programs of modern corporations. 


we were 


What Management Needs .. 
Modern corporate management 
shows at least two important char- 
acteristics of a profession: (1) a 
substantial body or organized knowl- 
edge and (2) a sense of public re- 
sponsibility. While the modern cor- 
porate manager needs all of the 
vigor, aggressiveness, competitive 
spirit, and instinct for the right 
answers that he did in the past . . he 
also needs to know a great deal 
more about many more subjects 
than he did in years gone by, and 





he needs to be a better manager. 

The management executive has 
learned the value of . . yes, the ne- 
cessity of . . coordinating his entire 
organization . . sales, service, engi- 
neering and production, to meet the 
requirements of his boss: the cus- 
tomer. 

This means that the modern sales- 
man must know more than ever be- 
fore. We can forget the old notion 
of the salesman . . that old cliche of 
the happy extrovert who knows 
people but nothing else. 

It also means that if our salesmen 
are to do their jobs, all of the rest 
of the organization is going to have 
to be studying the customer too. . 
watching his requirements and 
habits, anticipating his needs. 


Why Selling’s Inefficient . . Sell- 
ing has always been an inefficient 
process in the industrial world. 
Consider the colossal percentage of 
his time that a salesman wastes sit- 
ting in ante-rooms waiting for cus- 
tomers . . or chasing them down for 
appointments. Consider the time he 
wastes on unnecessary calls. Con- 
sider the time he wastes on one- 
purpose calls or one-purpose trips 
when multi-purpose trips and 
multi-purpose calls might be ar- 
ranged. Consider the number of 
occasions on which the facts were 
not obtained and research people 
started off on wild goose chases. 
Consider how little we know . . in 
spite of all that we do know 
about markets, and market demand, 
and market saturation. 

All men of management . . wheth- 
er policy makers, or salesmen, or 
production men, or designers, or tool 
makers, or cost analysts . . are find- 
ing that we must constantly study 
our present and potential markets. 
We should know what share of the 
market we have and what share we 
should enjoy. If we are not getting 
what seems to us our proper share 
we want to know why .. whether it 
is because of design, production, 
distribution, service, price, or what. 
We should constantly be applying 
the stethoscope to our markets to 
get a close and accurate diagnosis. 

We at Worthington like to think 
that we are doing a good job in 
this changing scene. But it is evi- 
dent that the potentialities for prog- 
ress in the field of marketing anal- 
ysis are very great today. New 


techniques have been developed for 
judging consumer reactions and 
public opinions. A vast amount of 
statistical data is available to the 
seller who wants to get the facts. 
In researching into our markets 
we try to keep an eye continually on 
trends which may appear to affect 
our business. For example, we are 
very much alive to some trends in 
road building . . such as the use of 
tar products for surfacing, in con- 
trast to concrete. We watch other 
developments in the fields of stream 
pollution, irrigation, municipal wa- 
ter supply, sewage disposal and a- 
tomic energy, to mention only a few. 


Big Chance .. Research . . 
The potentialities in the field of 
marketing research seem to me to 
be far greater than any of us yet 
know. The anticipation of demand 
can be far more of a science than 
we may realize. 

Engineering research must be 
closely allied with marketing re- 
search, looking ahead five or ten 
years into the future. We must 
anticipate how advanced sciences 
are apt to affect our business . . and 
what problems or opportunities are 
currently being created. What about 
new developments in plastics, in 
aero-dynamics, in gasses? What 
about atomic energy? How will it 
affect any of our products? What 
will it replace, if anything? 

The final value of engineering re- 
search is measured by the degree to 
which it can be harnessed to our 
sales effort, or vice versa. 

No field of research is more im- 
portant to selling than manufactur- 
ing research. Our primary aim here 
is a better result at a lower cost, 
to make our products sell more eas- 
ily in competitive markets, and to 
insure us adequate margins of prof- 
it under the most difficult competi- 
tive conditions. 

Our manufacturing people, for ex- 
ample, are continually revamping 
shop layouts to increase efficiency of 
production. They’re always experi- 
menting with new metals and new 
alloys. Cuttin# speeds are being 
explored; it was learned recently, 
for example, that the chip comes off 
less hot at very much higher speeds 
than have ever been attempted, 
which means less heat for both the 
metal and the cutting tool. Our 
manufacturing people are continual- 


ly pursuing new welding techniques, 
to cut down on expensive castings, 
for example. Their constant aim is 
to lower costs. 

The importance of cost to the sell- 
ing organization is sometimes over- 
looked. The truth is, of course, that 
a high-cost producer is always in 
danger and has the toughest selling 
job. It is of the utmost importance 
to members of a selling organization 
that they do everything within their 
power to help their production asso- 
ciates develop and keep adequate 
cost and profit margins. I believe 
it is one of the challenges of our 
times to the salesman and the man- 
ager of sales to achieve coopera- 
tion with manufacturing researchers. 

A few months ago the president 
of our company, Mr. Hobart Ram- 
sey, spoke before the alumni of the 
Columbia University School of En- 
gineering. Two points he made at 
that time seem to me especially 
worth repeating here. 


Engineering Isn't Enough . . 
One was that the young engineers 
who come into our business . . or go 
into other companies . . should have 
an awareness of something besides 
the strictly engineering skills. 
Among other things they should 
have awareness of economics. The 
engineer does not operate in some 
laboratory atmosphere where costs 
are not a factor. He 
understanding, an alert and lively 
awareness, of the economic pres- 
sures which affect the building of a 
bridge, or a tunnel, or a machine 
just as much as the other stresses 
which must be taken into account. 
To me this is equally true of the 
modern industrial salesman. The 
selling function should not be vis- 
ualized as a limited specialty . . it 
should be seen in its relation to the 
other functions of a business. 


needs an 


The second point Mr. Ramsey em- 
phasized was our interest as a com- 
pany in encouraging a broader ap- 
plication of the mass production idea 

. the standardization idea . . the 
effective use of standardized low- 
cost solutions to industrial problems 
rather than the contract engineer- 
ing answers, which were the normal 
thing in days gone by. Here again 
we see that selling is not a simple 
function which requires energy, a 
happy smile and fast talk, but rather 


Continued on page 72 
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March 8, 1954 


The Only ALPaid ABC Pili 


ROCK | ~===" 


Cement... Aggregates...Lime... Gypsum... 
PRODUC i Ss Ready Mixed Concrete, Concrete Products 
and all other non-metallic materials 
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ADVERTISE in 
"Voice of Authority” 


to AGLIME PRODUCERS 


ANOTHER EXAMPLE OF HOW 


ROCK PRODUCTS 


MAINTAINS EDITORIAL LEADERSHIP! 


If your products or services are used by those engaged in mining pr 
tributing agricultural limestone, then you'll be sure to be among the big name supp 
to this industry in the advertising pages of Rock Products’ April Issue 

As in the past, this issue will be “the voice of authority” to all who have a 
the aglime business. In it, Rock Products engineer-editors will cover every fa 
active segment of the booming non-metallic minerals industry. All this along with tl 
regular Rock Products’ editorial features that have helped it maintain the highest renewal 


percentage (8430°.) and highest all paid and total circulation (17,073) of any publica 
tion in the field! 


Editorial That’s ‘‘Tailored”’ Send For Authoritative 1954 Production Estimates 
To The Industry What is your sales quota for the Aglime market ind for 
the whole non-metallic minerals industry? Rock Products’ 1954 
Production Estimates are invaluable aids in setting quotas, dis 
tribution, territories, etc 
They're free for the asking! 


Specific editorial to aglime pro 
ducers in the April Issue will include 
articles on Merchandising, Agronomy, 
Advertising, Mining, Processing, Re 
search, Conservation, Government Just call your Rock Prod 
Controls and Servicing all written ucts representative or write 
by well-known authorities. All will to the address below. Do 
make this issue a long-lasting and it now, at the same time 
helpful sales tool for selling everything you order space in the big 
from trucks to wire rope, hoppers to 
diese] engines! 


ROCK PRODUCTS 309 WEST JACKSON BLVD. CHICAGO 6, ILLINOIS 


NEW YORK CLEVELAND CHICAGO SAN FRANCISCO LOS ANGELES 
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a complex function which challenges 
the best in able and vigorous men. 

It seems to me that we all recog- 
nize the importance to sales of the 
service division. And yet I have 
no comfortable feeling that any of 
us have adequately harnessed the 
service function. 

Does service sell products? No 
doubt of it, no doubt at all. Yet it 
is amazing how often the service 
function is badly handled, how often 
the service man thinks of himself as 
doing a favor. 

Many things are certainly true 
fundamentally about people today, 
as they were in 1939. I am sure that 
the salesman who makes no calls 
will sell no products, and the sales- 
man who makes many calls will get 
I am sure that the 
well-informed enthusiast will get 
more business than the ill-informed 
pessimist whose boiler pressure is 
I'm sure that well-di- 
well-led sales-minded 


many orders. 


very low. 

rected and 
people . . instinctively competitive, 
full of beans. . 
name for themselves, will do better 
in selling (and everything else, prob- 
ably) than the fellow who wants to 


anxious to make a 


take only the easy chores. 


Competitive Cooperation .. But 
the challenge that I see goes quite 
beyond those requirements. It calls 
for the development, to a far greater 
degree, of competitive cooperation 
among all of the departments and 
divisions and functions of a com- 
pany. It demands the development 
of a far more general awareness of 
the contribution which every de- 
partment and division of a_busi- 
ness can make to the net sales re- 
sult, which is orders, more orders, 
repeat orders, satisfied customers, 
and profitable operations for the 
company. And it seems to me this is 
an open invitation to the ablest men 
to give their attention to selling. 

It boils down to this: 

1. The selling function has had 
comparatively little attention for the 
past 15 years or so. But it is going 
to have a great deal of attention in 
the months and years immediately 
ahead. The big push must be along 
the lines of more efficient, more 
vigorous, more professional, selling. 

2. We ought to think about our 
problem not in terms of 1939, but in 


terms of 1954. Conditions are very 
different today than they were then. 
Furthermore, the job was not done 
as well as it could have been done 
in the days to which the Old Timers 
delight in referring. 

3. The selling function provides 
one of the greatest opportunities of 
modern industry. It is a function 
which needs a thorough re-exam- 
ination and imaginative “engineer- 
ing.” I can’t think of a greater chal- 
lenge to the men who aspire to run 
the corporations of the future. 

4. Selling is not a function that 
can be exclusively assigned to some- 
thing called a “sales department.” 
It seems to me that our corporations 
must move more and more toward a 
close and well-organized collabora- 
tion of all the forces that produce 
the sale. In this I exclude no di- 
vision or department, because all 
contribute to the basic selling fac- 
tors of price, product and service. 

This is a challenge that all of us, 
working together, can meet. Re- 
member always . . the sales depart- 
ment is not the whole company, but 
the whole company is the sales de- 
partment. a 





Plan your company publication 
like a ‘best read’ ad 


Both depend on the same readership factors for sales results 


® THE ADVERTISING and publishing 
industries live or die on readership. 

With this basic principle in mind, 
editors of employe publications are 
being urged to analyze readership 
studies made by advertisers and 
business papers as a guide to estab- 
lishing their own editorial policies, 
in a series of talks given by Roger 
Fox, supervisor of employe publica- 
tion service, Hill & KnoviJton, New 
York. 

Speaking to editorial workshop 
sessions held by the American Iron 
& Steel Institute in Pittsburgh, 
Cleveland, and Chicago, as well as 
to other groups of employe publica- 
tion editors, Mr. Fox takes his text 
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from a study made by the National 
Industrial Advertisers Association: 
“The difference between an illus- 
tration that shows something and 
one that is for decoration only, the 
difference between specific copy and 
generalities, between facts and 
bragging, the difference between a 
well-thought out offer and a casual 
‘for more information, make a 
world of difference in results.” 
Since the purposes of a house or- 
gan, in its field, are the same as 
those of advertising . . to sell prod- 
ucts and ideas .. Mr. Fox maintains 
that the techniques that readership 
studies have indicated improve the 
value of advertising can be applied 


by employe publication editors, too, 
to increase the impact of their mag- 
azines. 

“Neither an editorial nor an ad 
can sell anything if it’s not read by 
someone capable of buying,” he 
points out. “So, if all our writing is 
going to do what we want it to do, 
we have to make sure it gets read. 
How to go about getting our stuff 
read? Let's see first what these 
copy research studies mean to ad- 
vertisers . . then let’s relate this to 
our own tasks.” 


Learn from Best Ads .. Mr. Fox 
highlights four fundamentals that 
readership studies have shown to be 
effective: 

1. The best read ads are the sim- 
ple, straightforward ones. There- 
fore,.don’t obscure publication edi- 
torial copy with gimmicks that con- 
fuse the reader and hide what 
you're trying to say. 

2. The best read ads appeal di- 
rectly to the interest of the reader. 
Editors should follow the same pre- 
cept, featuring stories on the com- 
pany, the community, pay scales, 

Continued on page 74 





Get the 
EXTRAS 
in 
Modern Machine Shop 
for April 


featuring the A. S. 1. E. Convention! 


Especially in this A.S.T.E. issue, MODERN MACHINE 
SHOP reaches men you must influence, men you may not 
reach any other way. Exclusive editorial coverage gives you 
extra readership at the show and among the stay-at homes. 


Attend the convention, American Society of Tool 
Engineers, April 26-30, Convention Center, Philadelphia 
... with MODERN MACHINE SHOP ... behind the 
scenes with extra editorial features and on the scene 
with extra circulation! 


Starting with the industry’s largest circulation and 
adding extra show circulation and readership, April 
MODERN MACHINE SHOP is emphatically the 


year’s best advertising buy at low regular rates. 


PHONE OR WIRE COLLECT RESERVING SPACE 
OR EXTRA SPACE TODAY! CLOSING DATE—MARCH Ist. 


GET RESULTS FROM MODERN MACHINE SHOP 


1. Largest circulation of any metalworking magazine. Put your money 


2. Lowest cost per thousand of any metalworking publication. , 
3. Renowned for leadership in producing inquiries and results 4 k t j 
at lowest cost. where yout mat e IS§ 


PLUS -+-in April...A.S.T. E. CONVENTION EXTRAS 


MODERN MACHINE SHOP 
431 Main St., Cincinnati 2, Ohio 
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EO GOES UNDERGROUND.. 


After Limestone 





YOU CAN SIMPLIFY FASTENING 
IN HARD-TO-REACH PLACES 


with Du Pont Acroft Explosive Rivet 


DU PONT 
AIRCRAFT EXPLOSIVE RIVETS 


CU PONT 


In an Ad.. , nning Pont ad In an External... 


company profits, activities, etc. For editors, this is translated into readership research; most adver- 

3. The best read ads show not advice to use all the space possible, tisers and _ business publications 
what the product is, but what it all the copy that’s needed to deliver can't afford not to. Employe pub- 
does. For the editor, this means the message fully, combined with lication editors, therefore, should 
talk from your readers’ viewpoint large, dramatic photographs. take advantage of the studies that 

1. The best read ads use plenty of Most house organs, Mr. Fox says, have been made, and apply them 
size to tell their stories completely. can't afford to spend money on to improving their own products. ® 
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Put 200 good advertising men in a room to- 
gether and ask them, “What's the best way 
to advertise this product?”’, and the chances 
200 different answers. What's 


For that mat- 


are you'd get 
might all be right. 
ter, they could all be wrong. 


Well, then, you might ask, how in the world 


more, they 


can you make advertising more effective? 
when nobody seems to have the last word on it. 

The answer is, of course, that there’s no 
last word for anything that can be improved, 
be it locomotives, drill presses, nylon stockings 
—or advertising. You've got to wan/ improve- 
ment and be willing to pay for it. 

Just as Industry puts aside part of its in- 
come for Product Research, so we do the same 
thing—only our product is Advertising. And 
the goal is the same: to make a product that 
does more work-—better and cheaper. 

How do you make advertising do more work 
—better and cheaper? We've had a lot to say 
about the ingredients of good copy, but let’s 
not put the cart in front of the horse: to do 
anybody any good, Advertising first has to 
get itself read. The tangible, mechanical var- 
iables of advertising—color versus black and 
white, right page versus left, amount of copy 
and size and type of illustration, bleed versus 
front of book versus back—their 
Not a 


precise measurement, but by studying a series 


non-bleed, 


effect on readership can be measured. 


of ads or a campaign, definite trends can be 


recognized. And you begin to get a clear indi- 


Buy a Dollar's 


cation of whether (for example) a dollar spent 
for Color brings in an extra dollar's worth of 
Readership. 

In this agency, we budget for a continuing 
research program on questions like these. Some 
of it is done in the agency directly by our Re- 
search Department, some outside on a fee basis 
or by university fellowship. If tomorrow’s ad, 
on the basis of what we learned today, gets 25 
per cent more readership, then our client will 
be getting 25 per cent more for his money. 
Except 

Readership isn’t the whole story. If every- 
body in the country read your ad but no one 
bought your product—well, you get the point. 

Definitely, put strong readership in front of 
the cart, but be sure the cart will carry you 
where you want to go. In other words, reader- 


When 


you've got them both, enter vour rig in any- 


ship is no substitute for good copy. 


body’s race and place your bets To Win. 


arlellor 
GF clatt 


ed. Inc 
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little cheese _ hn your pie?... 





 teniaaadll 
Food's one industrial market. Here's a partial list of equipment, materials 
and supplies bought by cheese factories. Each indicates an item also 
used by other types of food plants reached by FOOD ENGINEERING. 


stainless tanks. , kettles, mixers boxmokers , fillers , sealers 
sanitary & cnn wines valves _, fittings electric eyes , screw conveyors 
slicers :, wrappers , heat-sealers hoists: , elevators , monorails 
mills , enrobers , pumps cheese hoops, curd-cutters 
dicing compounds & equipment smokehouses , sausage-stuffers 
air conditioning ., refrigeration curing racks, perforators 
plate coolers , coil vats homogenizers , centrifuges 
glass-lined tanks. & pipe cheese-turners, evaporators 
measurement & control instruments flexible packaging materials 
belt & roller conveyors cartons , jars , adhesives 
comminuters , industrial trucks; motors & controls — 

: food & chemical ingredients 





They talk in Miami of a new 
Mozzarella they can buy fresh-frozen from Flatbush. It’s the same 
stretchy, fresh Italian cheese that used to be hand-kneaded, hand- 
formed, hand-wrapped—and distributed only locally for fear it 
would perish. But you can’t beat native Brooklyn ingenuity —and 
food engineering. Freezing solved the distribution problem (as it 
did for orange juice). And the new Mozzarella is kneaded by a pie- 
factory mixer. The mixer-maker gets a little cheese with his pie, 
for these plants have problems in common. Engineering solves 
them, making food hot—one of your hottest industrial markets. 


eats —and the population is soaring. So 
you know food production must grow. But more hands in the cheese 
won’t help. High cost-pressure is killing thousands of food plants. 
The progressive survivors have upped output per man-hour a rec- 
ord 21% in six years by engineering. And, to continue, they'll 
spend $841 million this year for plant and equipment alone. 


feeds a cheese factory with pie-plant practices and 


fruit-freezing ideas. For an important part of FE’s job is helping 
each kind of food plant use the experience of the others . . . as this 
engineering revolution rolls through bakery, brewery, cannery, 
through candy plant, dairy, meat plant. 


Doing this job best, FooD ENGINEERING comes out on top in every 
industry-wide readership poll. It’s why FE’s all-paid circulation 
has doubled in 8 years. It’s why FE carries more advertising than 
any other industry-wide food-plant magazine; why that volume 
keeps growing; why many advertisers who want inquiries find 
FE outpulling all other food-plant magazines. 





Hot book. Hot market. 


A MCGRAW-HILL PUBLICATION 
330 WEST 42ND STREET, NEW YORK 36, N.Y. 
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January volume 0.5% pages) over 1953 


1954 page change % change 





33,377 33,200 


January pages January pages 
53 9 


January advertising volume 
shows little gain over ‘53 


® ADVERTISING volume in business 
publications for January, 1954, in- 
creased only 0.5% over January, 
1953. The increase of 177 pages was 
shown by 276 publications reporting 
to INDUSTRIAL MARKETING. 

The ten product news _ papers 
showed the biggest gain with 5% 
(145 units) over last January. The 
170 industrial papers reported a 
12% gain (244 pages) over last 
year. 

Fifty trade publications showed a 
loss of 3.2% (177 pages) for the 
month, continuing their decreasing 
trend which appeared in the last 
few months of 1953. The 25 class 
papers showed no change in their 
figures with 2,627 pages reported for 
January of both years. 

The 20 export papers continued to 
decrease with 2.7% (35 pages) less 
in January, 54 than January, ’53. 


January pages 
Industrial group 1954 1953 
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MASS Aroduclons Own Magazine 


Advertising rates are based on a circulation 
of 22,000. 


More than 100% of this ‘‘raie base”’ circula- 
tion is verified. 


Total circulation, issue of December, 1953, 
stood at the new high of 24,418. 


-—and all of it in mass production 
metalworking, ONLY. 





Seles Offices 


BRAMSON PUBLISHING CO., | 
BOX ONE, 
BIRMINGHAM, MICHIGAN 


Listed in telephone directories under Bramson or PRODUCTION 


Chicago Cincinnati Cleveland 


Los Angeles New York City Hartford 
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January pages January pages i h — 
Industrial group 1954 1953 Class group 1954 1953 Media changes 





Charles A. Brady, Jr. . 


manager 


Shopper Publications . . Phi 


January pages arnal o1 t A e ic ir Industrial Photography and Cleaning & 
news group 1954 1953 ‘ypisal ‘ a Raat c ‘ Laundry World . . I hir , 





American Observer 


January pages 
Export group 1954 1953 





January pages Penceney ny sen ditior 29 F C. R. Devine . . { 
Trade group 1954 1953 , mand 





Overseas Publishers’ Representatives . 


Wire & Wire Products 


Miller Publishing Co. . . Minn 


KING 


Publishing Co. 


in W separate 


Printing C 1 commerci 


L. Dudley, president 


m Ray 


jindil 


reside 


L. Burns, vice- 
See 


‘Electrical World . . 
‘Electronic Equipment . . 
ee shed ir Paulo, Brazil, has opened a 
Roads & Streets ees net Pa ek New York office. Ben F. Carruthers and 
Eric Carlson will be Idort's representativ 


“Western Farm Equipment . . t Ww ss Me 


wi 
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How well do they like it? ASK ’EM& 


IF YOU ARE A MANUFACTURER, Or represent one, you have doubtless found 

that market surveys are an accepted tool for testing the market 

for your product. Going direct to the users produces results that are 

factual and helpful regarding your market status. Surveys of user preferences 

often furnish data for further improvement of your product. 
A publication is similar in important respects to an 

industrial product. It is designed, manufactured, and distributed. 

Its users either like it or they do not ~if they like it, 

they continue buying. A publisher, like the manufacturer of a product, 

wants to know just how well his magazine is received, whether it is 

fulfilling the need for which it was planned, and how it ranks 

alongside its competition. So, he is interested in impartial 

preference.surveys among men who read, or should read, his publication. 
The: chart herewith shows the over-all results of four such surveys 

in’ the textile-mill publication field. Each survey embraced 

@ complete cross-section of the textile industry, but was addressed 

only to men with purchasing power. Note that the relative standings 

of all the publications show a remarkable consistency through all of the surveys. 





OVER-ALL READER PREFERENCE AMONG TEXTILE MILL EXECUTIVES IN FOUR SURVEYS 
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PAPER D 
PAPER E 
PAPER F 


PAPER G 1952 — Crossley Incorporated 


1951 — Composite Survey in Ind: | Field 
PAPER H (Textile Mill Returns only) 








1949 — Bureau of Applied Social Research, 
PAPER | Columbia University (2nd Survey) 


1947 — Bureau of Applied Social Research, 
PAPER J Columbia University (1st Survey) 


PAPER K 
To simplify comparison of results in these four surveys, the men 
PAPER L tions for each publication are figured at their percentoge of the 
total mentions in the specified survey 


PAPER M 


PAPER N 





FIRST in circulation... FIRST in buying-power penetration .. . FIRST in readership... FIRST in advertising volume 
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Whether you sell contractors... or corset buyers... 








all good 
Ot nou... or AOL tree ! 


Here are three of the many ABP services for 
advertisers that can be valuable to you. 


1. GET INTO THE RECORD 

Be sure to: put the data on your 1953 busi- 
ness paper advertising expenditures into 
ABP’s third annual study of 

LEADING BUSINESS PAPER ADVERTISERS 
If you hayen’t received a form on which to 
make your report, write to ABP. Send in 
your figures now for this important and 
widely used study. 


It’s simple ad-sense to select your audience... 
to advertise directly to people who buy 
your particular product. That’s a job for 
advertising in the business press. 
Business papers concentrate on prospects 
for specific products . . . brief them on 
what-and-why-to-buy . . . help to expand 
markets —to sell more, at a lower-cost-per-sale. 
2. ASK FOR A FREE SLIDE-TALK PROGRAM No other medium does this job! 
Can your advertising group, college or university use a 
complete 45-minute slide-illustrated program on 
WHAT MAKES A BUSINESS PAPER 
ADVERTISEMENT GOOD? 
Write to ABP’s Speaker’s Bureau, for the speaker and 
program, giving details about your ad group. There’s no 
charge for this educational service. 


There’s one point as thoroughly agreed upon 
today as the law of gravity: the ad value of 
a publication stems directly from its editorial 
value. The better the editing job, the better 
the advertising medium. It’s true of any 
publication . . . and particularly true in the 
sharply aimed business press. 


3. STUDY TESTED COPY ANGLES 
Send for the history-making ABP booklet, 
COPY THAT CLICKS 

Now in its third printing, this booklet is 
helping more and more advertisers to in- 
crease the returns on their business paper 
investment, with copy angles that sell because 
they serve. 


How can you weigh the editorial quality 
of a business paper? By your own depth of 
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druggists ... or design engineers ... 








selling is specialized 


“po 


experience, if you know the field well. Or by 
research-in-depth to find out how readers 
rate specific papers. There’s another way, 
too... and it digs as deep: study the circula- 
tion picture. One clear pointer is paid circula- 
tion. Paid circulation papers must give good 
editorial value to their readers, to keep them at) 
: ; All members of 
paying. Chances are, a paper that’s worth 
; F ABP are proud 
your prospect’s dollar is worth yours, too. 





All ABP members are “paid” papers . . . 
members of ABC. Fact is, 2.3 million sub- 
scribers are now paying over $9,200,000 a 
year to read ’em. What’s more, ABP papers 


are active in the Association’s study of better THE Associ ATED Bu SINESS 


and better editing techniques . . . well aware 
that abler editing does a double job: it at- PUBLICATIONS Founded 1906 


tracts more readers, develops more reading 205 East 42nd Street, N.Y. 17, N.Y.+* MU 6-4980 
—and more buying. 
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““We are convinced that the prominence we give to the purchasing function 


as vital to the successful operation of our business.”’ 
FRANK M. FOLSOM, President Radio Corporation of America 


Since 1915 PURCHASING has served industry’s purchasing execu- ; 
tives—helping them achieve the efficient, profit-producing opera- if you sell to \ 

tion that !s characteristic of today’s purchasing departments. industry ... use PURCHASING 
In this time, PURCHASING has become known as the PAs own 

magazine, the unchallenged leader in its field. 

With the largest available coverage of industrial purchasing 

agents—plus a demonstrated readership— PURCHASING belongs 

on every industrial advertising schedule. 


od u Q Cc tad A fe 4 ad & A Conover-Mast 
205 East 42nd Street, New York 17, N. Y. Publication 


The basic magazine on any industrial advertising schedule! 








copy chasers 


Electric power industry spurns 


the flamboyant..ads sell quietly 


® OUR CAR got stuck on the park- 
way the other night. Generator 
conked out. Took about four hours 
to fix. While we were waiting, we 
sat in a drugstore, drinking coffee 
and reading a paper-backed novel. 
All about the advertising business. 
Not very good. Not very bad either. 
Just sort of superficial. 

Well, this is a superticial business, 
some of you may say. But you'd 
be wrong. Only the more obvious 
parts of it are superficial. Behind 
the scenes, below the shim-sham 
surtace is a good honest core of 
hundreds and hundreds of capable, 
conscientious, hardworking guys 
page upon page of plain and pains- 
taking effort. 

If the end product isn’t always as 
bright and imaginative as we think 
it ought to be, don’t be too quick 
to blame the creators. Frequently 
they’re at fault, goofing off on the 
job one way or another . . but just 
as often they’re handicapped by a 
sales manager or top kick who 
knows nothing about modern ad- 
vertising. Or, worse still, knows 
everything. He thinks. 

In the meantime, and particularly 
right at this moment February, 
1954 . . with industry more than 
ever dependent on smart merchan- 
dising, these advertising creators 
become more and more indispen- 
sable to these sarne executives who 
keep getting in their way. So for 
heaven’s sake, look at yourself, 
make sure you've not been cramp- 
ing some advertising man’s style, 
and take the pledge to pay him 
well, listen when he talks, and give 
him lots of room to move around. 
He may keep you your job this year. 


Now, another industry study 
electric power. 

We hope these trips into specific 
industrial areas, and what goes on 
in the way of ad copy are as in- 
teresting to you as they are to us. 
For one thing, and 
most significant, their usefulness is 


perhaps the 


not confined just to people within 
a particular field. In some ways 
they can be more useful to people 
from other fields . . because adver- 
tising is surely a horizontal art, and 
the only thing to keep it from be- 
coming ingrown and provincial is 
the broad view, the trading of ideas 
from one group to another. So be it. 

Most conspicuous in these explor- 
ations is the fact that each indus- 
trial group’s advertising seems to 
have its own special stamp on it 
sometimes in actual appearance, 
more often in copy tone and atti- 
tude. And certainly this is very 
true of the electric power industry, 
that growing giant that encompasses 
the utilities, a big slice of the elec- 
trical side of all industry, it’s sup- 
plying industries and engineers and 
consultants. As we go through the 
pages of Electrical World, the first 
thing we sense is that this is not 
the home of flamboyant advertisers, 
neither in what they say nor how 
they say it. Oh, there are many 
multi-space advertisers here, that’s 
sure . . but they're talking,, not 
shouting. In fact, we'll start with 
a winner and try to show you what 
we mean. 

We’re talking about Westinghouse, 
which appears to be a consistent user 
of 8, 12, 16 page inserts, issue after 
issue. A real man-sized effort 
nothing superficial about these kids. 


anim feature 


pic 


as inserted 





But that’s not the delightful and 
different thing about all this. What 
is so good is that a large corpora- 
tion can use large space so less 
“corporately” and so very intimate- 
ly and personally. Take page 1 of 
this sample insert “Meet F. N. 
McClure, Sponsor Engineer, West- 
inghouse Electric Utility Depart- 
ment. On the following 11 pages 
he shows how Westinghouse prod- 
ucts are helping you approach 
automatic service continuity — real- 
istically” 

There’s a photo of Frank (nice 
looking fella) waving his slide rule 
at the audience, and just a little 
bit of copy: 


Meer FN. McClure, Sponsor Engineer 
Westinghowse Electra Utility Department 
On the following I! poges he shows how 
Westinghouse products ore 


Helping you approach automatic 
service continuity . . . realistically 





So, page 1 sells a person, not a 
product. Now, flip over to the first 
spread of the insert and let’s see 
what gives. Well, here, by golly, 
Frank introduces us to one of those 
Westinghouse 
talking about on the opening page . . 


engineers he was 


Little photo of Frank by this lead, 
big picture of West in action on the 
facing page, good-sized 
chunk of copy on Westinghouse’s 
specialized abilities in building unit 
And so this fascinat- 
ing, fool-proof formula is repeated, 
single 
Here, to cue 


quite a 


substations. 


sometimes within a page, 
sometimes a spread. 
you, some more of Frank’s apt in- 


troductions: 


Transformer 
iransiorme 


transform Jevelopment pertinent to aut 


matic e continuity. 


High-speed breaker reclosing is basic 


to automatic service 


continuity. Relay 
you 


Application Engineer R. G. Lakin tells 
about improvements in the RC reclosing 


relay... 


This is as competent a job as 
we've ever seen in industrial ad- 
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See how specialists provide 
the utmost in equipment coordination 


vertising . . in concept right through 
to the sign-off on the bottom of 
page 12... “You can be Sure 

if it’s Westinghouse. An OK AS IN- 
SERTED to PAUL J. BETZ, J. L. STAN- 
FORD, J. P. ELLIOTT and FRANK P. LA- 
PICK, copywriters, Fuller & Smith & 
Ross, Cleveland for this one, for the 
ones that preceded it, and the many 
more to come. 


Happily, lots of other big league 
operators here. And _ incidentally, 
it’s nice to see an advertiser buy 
and use space as if he wasn’t afraid 


Henry Oestreich, Constr. Supt 
Black Hills Power ond Light Compeny 


Ropid City, Seoth Dakets, says 


“Locke Pin Type 
Insulators so good we re-used them, 

even after 47 years continuous service 

-2s at Rattlesnake Jack h Kickin’ Horse 


4 : < 
Ne or) 4 6: 


GE Locke Dept. . not afraid to use space 


of it. GE’s Locke Department, for 
example, in this 4-page insert, 
bright yellow and black “Read 
this amazing Pin Type Insulator 
Service Record Report from the 
Black Hills Power & Light Co.” 
This is an out-and-out service story 
and a damn good one, for in the 
center spread, Henry Oestreich, 
Construction Superintendent of 
Black Hills says . 


Locke Pin Type Insulat 


re-used them ev 


Big picture showing Henry along 
with Locke’s Ed Moore inspecting 
one of said insulators and on the 
next page another shot of Ed, look- 
ing pretty serious. 


In the Black Hills Dakota 
temperatures can zoom from 20 below 


to 60 above . . and back 
The ability of Locke Pin 


again in 
minutes! 
ithstand such thermal changes 
7-year perioc 
service I supreme 
hich is built Locke In- 
- from the smallest spoo! to the 

bushing. 

Text wraps up the complete story, 
and back page insert is devoted to 
“Typical Operating Conditions” of 
this rugged utility operation. 

Maloney Electric Co. uses four 
pages of special stock, and full 
color, to graphically demonstrate its. 
“Underload Tap Change Equip- 


ment”. You'd have to see it to 


mBowtonetr etrtectreere ecomrpanr 


Moloney minimum wordage 











... direct 

TO THE 

LARGE BUILDING 
MARKET 


FOR HEATING, VENTILATING, 
AIR CONDITIONING, PIPING 
AND PLUMBING PRODUCTS 


When it comes to selling this type of 
equipment for larger buildings, HEATING 
AND VENTILATING offers direct contact 
with the volume buyers. We know 

exactly where the buying power is, by 

firm and individual names. 

Through our unique Pinpoint Circulation 
Plan, the important buying influences are 
identified and pinpointed in the 106 

large centers of construction activity — 
then immediately covered by Controlled 
copies, if chey are not already paid 
subscribers. This modern approach to 
verified coverage assures all the advantages 
of top-quality circulation . . . carefully 
molded to fit the markets . . . without waste 
. . . without costly omissions. 

Ask your HEATING AND VENTILATING 
representative to show you the fact-and- 
figure advantages of “Pinpointed 

Buying Power”. 


HEATING AND VENTILATING 


An Industrial Press Publication 
148 Lafayette St., New York 13, N. Y. 


SO 


A ee 


Market 


... direct 

TO THE 

SMALL BUILDING 
MARKET 


FOR HEATING, VENTILATING, 
AIR CONDITIONING, PIPING 
AND PLUMBING PRODUCTS 


When it comes to reaching the buyers of 
this type of equipment for homes and 
small buildings, HEATING & PLUMBING 
EQUIPMENT NEWS reaches more of 
your prospects than any other magazine 
in the field, whether you are concerned 
with selling “across the board”, or to any 
articular segment of the market. 

What’s more, HEATING & PLUMBING 
EQUIPMENT NEWS offers measurable 
proof of the effectiveness of your adver- 
tising — inquiries, averaging 10,000 or 
more a month, from alert contractors, 
dealers and wholesalers. 

HEATING & PLUMBING EQUIPMENT 
NEWS is the only paper a 
planned to meet today’s advertising, 
merchandising and distribution needs. 
Proof of its amazing success is the increase 
in advertising volume from 38 units per 
issue in 1950 to 128 in 1953! 


HEATING AND PLUMBING 
EQUIPMENT NEWS 


An Industrial Press Publication 
148 Lafayette St., New York 13, N. Y. 





Selling the 
Small Building 
Market 
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There’s only one ! 
‘weer 


This serial number, tattooed inside a thoroughbred race horse’s 
mouth, means no “‘ringer’’ will ever race in his stead. For there’s 
only one of a kind. 

And this is straight from the horse’s mouth too! When you 
advertise materials, parts or finishes in Materials & Methods you 
don’t waste circulation on “‘ringers’—men who do not select and 
specify engineering materials. 

Materials & Methods is the one magazine whose editorial pages 
are concerned exclusively with the kinds, forms and sources of 
engineering materials to be used in product manufacture. M&M’s 
exclusive editorial coverage attracts as paid subscribers only those 
who make materials decisions—25,000 engineers, designers and 
other technical men. 

If your advertising offers information and assistance in solving 
materials problems, M&M should be first on your schedule! 


Materials « Methods 


Vtaliiale Crgcneering. om Product Desegn ¢ Mhanafactire 


ABC *® ABP 


A REINHOLD PUBLICATION @© 330 WEST 42ND STREET © NEW YORK 36, NEW YORK 
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copy chasers .. 


really appreciate how anything less 
just couldn't do the equipment 
justice, how vividly certain exclu- 
The 


pic- 


features are displayed. 
told 
tures and schematic diagrams, mini- 
No baloney from 


sive 


story is with maximum 


mum wordage. 
Maloney! 

Ohio Brass publishes its own 4- 
page magazine-within-a-magazine, 
“HiTension News Junior.” We like 
its tone of voice very much. Story 
on page 1 starts out, “You Can’t Do 
This to Insulators!”, shows a couple 
of really iced up high tension lines 
crossing the Alps that can’t even be 
patrolled certain months, little yet 








You Can‘t Do This To Insulators! 
0-8 Meinteins Norma! Service Records in 
One of World's Toughest Spots 


Umber ths vce are wieumgs 
1 OB mmpension -neuie 
tore operaming mi Wey bo 


care of the une cramming 
ree Rigs te we femcastcaily bed that mee connor 
pewel et in carey momein Me mbace repens ot 
Ast, tor ten youre 0 ban shows an enviable op 
ervring mcr 
1 rales 4 ter enor them pond weniger: to pre 
trace wed performance be! te nmuiaors ety 
Hert i ae enacting commbingtien =! mesma ical 
eevesces entremely heavy wot bi companied by hugh 


wind oe the sot formenon cleatly shown ont 
severe (norma roading le The cmeschener examen 
braugit shou! by unawuaity low temperstunen Vet 
cee OB ape wor csulaners or eta tte 
tone ce (uly eqetpped cube afl thes we thelr soride 
Mere: poet ol wher rhene tnmalasare ca Ge ~ 
and are doing W's peool of the pene of mind poe 
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Ohio Brass 


repaired. And for ten years their 
O-B Insulators have laughed at the 
weather. And again, inside, so 
neatly direct . . “You don’t have to 
‘tinker’ with O-B Clamptops” or 
“How Big Is a 1-Inch Cotter Pin?” 

Another fine four-color 4-pager 

this one signed bv the Line Ma- 
terial Co. This one vpens up, “L-M 
Introduces Revolutionary New Line 
of Power Switching Equipment” . . 
is handled in editorial style, author 
L-M’s R. D. CLEAVES, manager of 
protective and switching equip- 
ment sales. Features are empha- 
sized in a separate column at the 
right, then the equipment is literally 
taken apart in realistic full-color on 
the following pages. By gad, what 
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Burndy . . 


a pleasure to bump into a topnotch 
professional job! 

Burndy, 
big name in the field of little things 
does 


which apparently is a 

connectors specifically 
itself proud in this 4-page insert 
about “Crimpit” Tool-Controlled 
Compression Connectors. Note- 
worthy, too, is that “Crimpit” is not 
presented as a product but as “a 
new technique” by Burndy. Center 
spread shows some of the scope of 
this connector technique, cites ad- 
vantages, major 
developments in electrical distribu- 
tion that caused “Crimpits” to be 
born. Back page carries a handy 


enumerates’ the 


NOW... for all overhead distribution connections 


TOOL CONTROLLED 
COMPRESSION 


CONNECTORS 


‘Crimpit’ presented as a technique 


pictorial guide on applications and 
types. Voila! 


We give you now six running 
black and white pages for General 
Electric “Capacitors”, and you, like 
us, will need nothing more than the 
headlines to see how neatly GE 


hits it on the nose: 


“General Electric Capacitors 
Can Be Lifted By The Bushings 


“Cast-glass bushings are 
welded and soldered directly to the 
case for permanent hermetic seal” 


“General 
Are Smaller, Lighter — More De- 
pendable 


“Only 66 pounds for 25 kilo- 
var, 2400-volt unit — saves weight 
on your poles — no sacrifice in 
quality” 

“General Electric Capacitors 
Can Be Mounted In Any Position 

“All air is removed from case 
and bushing for high 
strength no matter how installed” 


%*An OK AS 
LEFTWICH, 
LEIBRANDT, art 
Rubicam, San 


insulation 


INSERTED to PERRY 
and VERNON 
Young & 
Francisco, for this 
Kaiser Aluminum insert, 
dedicated simply to “Power.” This 
in big red stencil letters on the first 
page, along with full-color art of 
a lineman. Modest-sized opening 
headline, “What Do You Think Is 


copywriter, 
director, 


8-page 





WHAT BO TOU THINK 15 
THE FULL "POWER" OF ALUMINUM 


nd the Salt omer 
or Ut ree ed ott Cine totter og page 


Koiser Aluminum "er 








Electric Capacitors 


Kaiser 


the Full ‘Power’ of Aluminum Con- 
ductor?” 


Simply to conduct electricity efficiently? 


with thousands of 


Or do you agree 


others in the industry that the ‘power’ 
f aluminum conductor is unlimited . 

that it is more than just another material 
..« that it has become the basie material 


for electric power systems! 


f aluminum 
following 


You'll find the full ‘power 
conductor described on the 


pages. 


As you flip pages, here again 
headlines point and position copy 
values very nicely . . less work for 
the reader, greater effectiveness for 
the advertiser. A classic lesson in 

Continued on page 96 
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per 100 sales calls! 


228 reports in 

a recent study 
made by the 
Sales Executives 
Club of New York 
showed two 
interesting 
extremes: 








1. An average of 9.2 orders per 100 COLD calls at an 
average cost of $187.39 per order. 


2. But out of every 100 calls made after a buyer had 
studied a potential supplier’s catalog and invited the sales- 
man to call, the average orders per 100 calls jumped to 
38.4...317.4% better performance! 


And the average cost per order dropped to $44.89—a 
saving of $142.50 per order! 


So how do you get more buyers to invite your salesmen to call? 


Obviously, by getting more buyers to use your catalog 
more often. There are four steps that lead to maximum 
use of any manufacturer’s catalog: 


1. To design it so that the information it contains is 
easy to find, easy to understand, easy to act on. ( Most 
specifiers and buyers will reach more often for a catalog 
that’s easy to use than one that isn’t.) 


2. To make sure the catalog is placed in the right offices 
of all worthwhile prospect companies. (If your catalog 
is in the hands of only half your prospects, the chances 
of use are reduced by 50%.) 


3. To be sure the catalog is handy in all of these offices 
when buying needs arise. (Currently, 1550 manufac- 
turers “‘pre-file’” their catalogs in files compiled and 
distributed by Sweet’s, to be sure the catalogs can be 
found the instant they are needed.) 


4. To see to it that every mailing piece and sales letter 
tells each prospect that the catalog is already in his office 
in the File. (This not only increases the chances of use 


“The easier you make it for people to buy your 
products, the easier they are to sell!” 


Sweet’s Catalog Service 


Division of F. W. Dodge Corporation 
Designers, producers and distributors of manufacturers’ 
catalogs for the industrial and construction markets. 


Dept. 73, 119 West 40th St., New York 18, N. Y. 


Atlanta - Boston - Buffalo - Chicago - Cincinnati 
Cleveland - Dallas - Detroit - Los Angeles 
Philadelphia - Pittsburgh - St. Louis - San Francisco 





of your catalog, it gives you greater value from your 
advertising. ) 


Sweet’s whole business is helping manufacturers get 
their catalogs used. We can do this at moderate cost 
because for 48 years we have specialized in: 


the DESIGN and PRINTING of catalogs that will be 
of maximum use to buyers, and good marketing 
tools for the sellers. 


the DISTRIBUTION of these catalogs to all important 
buying factors in specific market groups. . . 


...in bound collections of manufacturers’ catalogs 
that are always handy when buying needs arise... 


..- providing the opportunity for COORDINATION 
of these catalogs with advertising and selling for 
greater over-all marketing efficiency. 


The Sweet’s district manager near you will be glad to 
show you how we work with manufacturers who want 
many more orders per hundred sales calls. 


These free booklets will help you see how you can get more buyers 
to invite your salesmen to call. 


C) Free bocklet, ‘Some New Data on the Cost of Producing Orders 
in Industrial Markets” (from the Sales Executives Club study). 


(CD Free hooklet, ‘‘How to Improve Marketing Efficiency Through 
Improved Catalog Procedure.” 


0 Free booklet, ‘‘The Need for Printed Product Information in 
industria! Buying,’’ summarizes one phase of the NIAA Study. 


O Please have your district manager show me how industrial 
marketers get more orders through improved catalog procedure. 


NAME. 





FIRM 





sTREET—____ 





city ZONE-—_—____ STAT E—__ 
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TO GET INTO THE PLANT, 


What’s the toughest job your indus- 
trial salesmen have to do? 


For most salesmen, it’s the job of seeing and 
selling the men ‘in charge of operation in 
America’s industrial plants—The Plant 
Operating Group. Yet this same group is 
rated “most important in buying” for most 
manufacturers of equipment, supplies and 
materials. 


That’s why more and more industrial adver- 
tisers are counting on FACTORY for the big 
job of making contact with the Plant Oper- 
ating Group. For FACTORY has more Plant 
Operating readership than any other indus- 
trial magazine. 


FACTORY 


MANAGEMENT AND MAINTENANCE 


330 WEST 42nd ST., NEW YORK 36, NEW YORK 


UD @ 


PRODUCTION CONTROL 
SUPERINTENDENT 


The Plant Operating Group 


VICE PRESIDENT 
in charge of OPERATIONS 





‘GET INTO FACTOR 








CHIEF ENGINEER 


se as 





METHODS ENGINEER 







MAINTENANCE 
SUPERINTENDENT 





\ * \ 









COpy chasers e « begins on p. 87 


industrial advertising. See for your- 
self, comrade. . . 


“The Power to Give You Big 
Savings!” 


“The Power to Give You Bet- 
ter Distribution Lines!” 


“The Power to Give You Bet- 
ter Service Drops!” 


“The Power to Give You Bet- 
ter Transmission Lines!” 


“The Power to Give You Un- 


surpassed Service!” 


All nice and simple, straight-line 
copy, well-documented, actively il- 
lustrated, summed up on page 8. . 


“The Power of Aluminum Is a 
Proved Fact!” 


and then... 
When You Get ALL the Facts 
You'll Get Kaiser Aluminum” 


Dead Fuses 

If everything so far has sounded 
too too sweet and serene, leave us 
say the electric power field has its 
share of soupy stuff, too. In all 
fairness . . less than we've noticed 
other places, chemical industries, 
for instance, but enough. Funny, 
too, it’s usually the headlines that 
give them away. . 


Pacific 
scaecraic 
Teee fue 
circuit 
BREAKERS 


998 te TRO be 
D owe 





Pacific Electric Mfg. . . dull in approach 


96 / industrial Marketing 


“Making Only the Best” 

“Keeps Costs Down . . 
Up!” 

“A One-Punch Champion!” 

“Best by Field Test” 

“Leads the Way” 

“Keeping Pace with Progress” 

“The Right Oil for Every Steam 
Turbine” 

“Most Dependable for Lighting, 
Control and Machine Wiring!” 

“Here’s the Current Transformer 
You’ve Been Asking For!” 

“Built to Provide Utmost Reli- 
ability and Service Continuity” 

“Cut Installation Time” 

“No Finer Wrench Anywhere” 


. Quality 


Then there are folks like Pacific 
Electric Mfg. Co. who are sound in 
their content but weak or dull in 
approach and presentation. It’s not 
only that this particular page rides 
under the banner of “Oil-Hydrau- 
lic Energy Transfer and Control of 
End-of-Stroke Conditions”. It’s just 
that the whole blooming page looks 
just like something out of the first 
issue of Electrical World 79 years 
ago. 

Then, too, we suppose there’s 
nothing wrong if Wagner Electric 
wants to say “Wagner POWER” in 
big letters . . but it just never added 
up to a headline in our book. Like- 
wise are we wary of the one prom- 
inent word in this headline from an 


A rem gee +: apne Smmtareme meaty reretommer op Om ain A 
Cl ee ee ee ee 
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WAGNER FLEETENC CORPORATION 
Pipatont Res Lawes 1% Me be 


Wagner . . doesn't add up to a headline 


Graybar . 


Ingersoll-Rand spread, “Contribut- 
ing to the Dependability of New 
England Electric System’s Salem 
Harbor Station.” Ditto on the ele- 
phant in the Gould-National Bat- 
teries color page, “Reserve Strength 
for Emergencies.” Especially when 
buried in the copy is a lovely line 
that reads, “. . . the only battery 
available today with positive plates 
of pure lead.” 

And finally, well, somehow you’d 
think a big outfit like Graybar Elec- 
tric would steer clear of cartoon 
continuities, knowing how difficult 
it is to make them come off. Most 
of the time they just sound like old 
Pat and Mike jokes. This one starts 
right out being silly with “Jim, I’m 
sure you could save yourself a lot 
of trouble and worry on this line 
construction — take my advice and 
find out for yourself What You Can 
Expect From Graybar!” And Jim, 
despite looking a little like Dick 
Tracy with eyeglasses . . what does 
that milquetoast say? “Sounds like 
a good idea.” 


Say what you gotta say 

No better copy formula ever 
created. See, for instance, how 
easily Wagner Electric does its job 
in this color page, “Quick Repair 
for Burned-Out Transformers.” 
And how could Kidde do much 
better than, “Only $270 Buys a 
Package of Fully Automatic Fire 
Protection”? Or Orangeburg Mfg. 


JA, IM SURE YOU COULD SAVE 
YOURSELF & LOT OF TROUME AND 
WORRY ON THIS LINE CON- 

os STRUCTION-- TAKE My 
ADVICE AND FIND OUT 





. why cartoons? 





X 


30,000 Circulation 


In Major Markets 


The Alabama Purchasor 
Birmingham 3, Alabama 


The Chicago Purchasor 
Chicago 2, Illinois 


Connecticut Purchasor 
Ansonia, Connecticut 


Detroit Purchasor 
Detroit 2, Michigan 


Heart of America Purchaser 
Kansas City 2, Missouri 


The Kentuckiana Purchase: 
Louisville, Kentucky 


The Midwest Purchasing Agent 
Cleveland 13, Ohio 


New England Purchaser 
Boston 10, Mass. 


Pacific Purchasor 
San Francisco 5, Calif. 


The Philadelphia Purchasor 
Philadelphia 2, Pa. 


Southwestern Purchaser 
Dallas |, Texas 


Southwestern Purchasing Agent 
Los Angeles 14, Calif. 


Washington Pur. Agt. & Mfgr. 
Seattle 1, Washington 


Being Neighborly is Good Business ! 
New Brochure Helps You Sell Industrial P.A.'s 


If you sell to industry, this is for you! It's a valuable guide for direct- 
ing your advertising c/oser to industrial Purchasing Agents at their 
local level . . . in the one group of publications that can’t miss—the/r 
own. This booklet represents all of the regional P. A. publications in 
the “Associated” list on the left. Each is the ‘official’ organ for the 
powerful P. A. Associations in its area, and “take-home”’ reading for all 
member-P.A.’s. Total: 
booklet offers you complete outlines of geographical coverage, cit- 
culation, space rates, mechanical information, etc.—all need to 
give your District Sales Programs on-the-spot advertising support in 
any one or combination of districts. It's yours for the asking—no 
cost, no obligation. 


you 


Send for this new Brochure today on your letterhead! 


30,000 mostly in your major markets. The above 


Partial List of Our 
Nat'l Advertisers 


DuPont 

Columbia Steel 
John Roebling’s Sons 
Wickwire-Spencer 
Tube Turns 

Osborn Mfg. 
Bridgeport Brass 
Chase Brass 

Scovill Mfg. 
National Screw 
McLouth Steel 

U. S. Steel 

Jos. T. Ryerson 
Babcock & Wilcox 
Reliance Elec. & Eng. 
Chicago Rawhide 
Hinde & Dauch 
Associated Spring 
Alan Wood Steel 
Ohio Gear 


THE ASSOCIATED PURCHASING PUBLICATIONS 


1213 West 3rd Street, Room 639 © Cleveland 13, Ohio © MAin 1-3499 
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with a new plant “New West 


Coast Plant for Orangeburg Prod- 
ucts’? 

The Bristol Co. . 
you get greater accuracy with Bris- 
tol Series 500.” U.S. Steel . . “11,- 
362 square feet exterior of this lab- 
oratory erected by 5 men in 25 days 


Steel Panel Con- 


. “6 Reasons why 


with Stainless 
struction.” 

And sheer simplicity itself, even 
down to the starkness of its layout 
treatment, this page of Lapp In- 
sulator Co., “This is a 161-Kv Pot- 
head Bushing.” Read it, get its 
quiet purposefulness, its high note 
of conviction. 
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How to install 
buried cables in trenches 


The mast pemeraiy satestactory way of mstaling buried cables % fe 7 
fay them i a Wench on 2 coshen of sand There 1s less bendy 

distortion or teasmn than when 4 cable plow is used 2 vateable 

facter if strams later occur through earth setting. The cable can 

aise be protected by a treated plank or slab of concrete lant over 

ft Fremcheg permuts the wstallaton of cables 2¢ generally greater 

Gepths than does plowing Ths greater depth makes cables ie: 

subsect te damage by wesacts or rodents 


LL! 


“UNITED STATES RUBBER COMPANY 


Biectrical Wire and Cable Department 


the h 


An OK AS INSERTED to LARRY STER- 
LING, copywriter, Ed Wolff & Asso- 
ciates, Rochester, N. Y. 


How now, brown cow? 

The “how” technique in copy is 
as old as the typewriter, itself. Here 
are some samples from this indus- 
try, proving without a quibble that 


“how” stands up in any field. . 


“How to install Expanding An- 
chors” .. W. A. Chance Co., “How 
to tell whether you're getting your 
money's worth in insulators!” 
Locke Department, General Elec- 
tric. “This is How Kuhlman makes 
distribution transformer tanks” 
Kuhlman Electric Co. “How to In- 
crease System Revenue” Allis- 
Chalmers. “How to install buried 
cables in trenches” . . United States 
Rubber Co. And a real mouthful, 
but nourishing, “How Burndy 
Limiters Isolate Faulted Cables 
and Prevent Extensive Damage in 
Underground Secondary Networks” 
. . Brundy Engineering Co. 


BOOST OF THE MONTH 


To D. C. LONGYEAR, Brooke, Smith, 
French & Dorrance, Detroit, author 
of this little gem for American 
Blower Corp. A single sheet, 2- 
page insert in three colors. Front 
page, silhouette of a stack, spanking 
clean. Text.. 

see how this 
installation of an 


American Blower ST Fly Ash Precipitator 


All right. Ready. Let’s turn it 
together. Silhouette of stack, well, 
not quite the same as first page. 
Text 

















If your stack belches 
fly ash like this... 


why not install an 
American Blower 
Type ST Fly Ash 
Precipitator now ? 


AMERICAN © BLOWER 



































Eavesdropping can be so discouraging 


Ask Sam the eavesdropper. He’s listening to the 


folks from the Excelsior Co. rib Sally about taking 
so long to hook the shipping clerk. But what discour- 
ages Sam as a salesman of business machines is that 
here in one tidy little farewell party are the pros- 
pects he'd like to get cosy with. From juniorest acc’t 


to the Boss himself, these are the people who have 


a ing 
» Evenin 
Mts saturday Evening 


yst 


the real say in purchasing. The people who make 
or break brands with their gripes and praises. 

And Sam can’t get at them. They're over there and 
he’s over here. To get them together, you have to sell 
them separately—by advertising in the right place. 
And that means advertising in their favorite mag- 


azine, The Saturday Evening Post. 


—gets to ALL the people who mean business 


February 1954 /'99 





“There are many technical as well as ‘news’ 
publications but this is the first professional 


magazine.” 
— see reader comment quoted below 


Consulting engineers have many technical interests. They find useful techni- 
cal and business material in many magazines; a wide variety of publications 
aimed at specific industries are to be found in their libraries, marked for 
reference to articles of special interest. 


There are dozens of these industrial and general business magazines, all of 
some interest, all useful in specialized ways, but none of them read thor- 
oughly by the busy consulting engineer because not one of them is aimed 
specifically at him and edited particularly for him. 


The ONE magazine he puts at the top of his must reading is his own pro- 
fessional magazine, the only one published specifically for his profession— 


CONSULTING ENGINEER. 


—writes a member of a large consulting engineering firm in 

Kansas City. 

For convenience of any wishing 
to check the reader-acceptance of 
CONSULTING ENGINEER, over 
600 unsolicited comments. have 
been put in a 57-page book con- 
taining names and addresses of 
commenting readers. Copies 
From a prominent consulting engineer in New Orleans: ‘The available on request. Healt 
variety of articles makes your magazine of interest to all 
branches of engineering and engineering management.” 


From a New York firm. one of the largest consulting engineer- 
ing organizations in the world: "CONSULTING ENGINEER is 
by far the best publication available covering ‘engineering’ 
from a professional point of view. There are many technical 
as well as ‘news’ publications but this is the first professional 
magazine. 





From a well-known Cleveland firm: “It's a great magazine. 
Just what our profession needed.” 

These and hundreds of other unsolicited reader comments 
testify to the value placed upon CONSULTING ENGINEER 
by readers. 











a 


consulting engineer 





Consulting engineers choose and specify hundreds of millions of dollars worth of ma- 
terials and equipment every year for new projects, expansions, modernizations. 


They are retained for projects in every type of industry and utility. Their services 
range from selection of plant site through planning, designing, architecture, speci- 
fication of materials for construction, plant equipment, installation of production 
methods and control, and consultation on every problem including management. 


CONSULTING ENGINEER is read by engineering department heads 
and management of consulting engineering firms who do upwards 
of 90°%o of the profession’s entire volume. 


It is also read by engineering department heads in Central Engineering 
Headquarters of large multiple-plant industries and multiple-station 
utilities. 


CONSULTING ENGINEER is CCA-Audited, For details of CONSULTING ENGINEER 
with 92.62% Verification, of which nearly coverage, policies, program, and other 
80°o is by direct communication with read- information, write for Publishers’ Pres- 
ers. It is 96.2% addressed to individuals. entation in form prescribed by NIAA. 


Sell the MEN who WRITE the SPECIFICATIONS 





sales promotion 


T.A.B. 


comment on catalogs 


exhibits / motion pictures 








engineers 


inc. 


NATIONAL SECURITY BANK BLOG. 
CHICAGO 22, ILLINOIS 





Cc. E. EVANSON 
PRESIDENT 


Technical And Business Engineering 


CHICAGO, MILWAUKEE & OGDEN Aves. 


TAYLOR 9-4411 








Tab Sa 


Ss a 


vs T.A.B. .. Clever use of company initials transforms 


ard into saies promotion tool. 


Novel business cards stir 


attention, sales conversation 


® BUSINESS CARDS can be designed 
as attention-getting sales promotion 
tools, Clifford E. Evanson, president, 
Technical & Business Engineers, 
Inc., Chicago, believes. 

His company uses a die-cut card 
with the company initials (T.A.B.) 
appearing on a tab at the upper left 
side of the card. 

The card is designed to be easily 
recognized, have memory appeal, 
and to subordinate the personal 
name to the firm name. 

TAB salesmen report that the 
effectiveness of the card begins with 
the receptionist. The card attracts 
her interest, and she remembers the 
representative and his company on 
subsequent calls. 

In the executive office the card 
acts as a “conversation warmer.” 
The opening remarks of a prospec- 
tive .customer frequently are about 
the unusual style of the card. 
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The difference in cost between 
the die-cut card and a conventional 
card is almost negligible, the com- 
pany says. 

Another company that is using 
a novel twist in repre- 
sentatives’ business cards is Western 
Union. 

It designs its cards like the prod- 
uct . . telegrams . . and makes use 
of an authentic-looking yellow as 
a second color. 


its sales 


ae) 
ST) 


Sa 
Simm 
ele 


Se 1 Y 


WESTERN 
UNION 





WAsASH 2-4321 - EXT 442 


M. E. WOODLEY 





427 S. LA SALLE ST. CHICAGO §, ILL. 


Wire? .. No, it’s a business card. 


NY 


ideas 


booklets / direct mail 


slide films / sales helps 


Sales manual dividers help 
visualize product for buyers 

Autocar Division of White Motor 
Co., Ardmore, Pa., manufacturer of 
heavy-duty trucks and _ tractors, 
peps up its sales manuals with di- 
viders that have practical as well as 
sales value. 

The sales manual has eight sec- 
tions, one for each of six truck mod- 
els, a units section and a general 
section. 

Bleed photographs of appropriate 
factory scenes are used on each side 
of the heavy stock dividers, with a 
brief caption and a patented tab to 
mark the division of the manual. 

In use, the dividers serve to cap- 
ture the attention of prospects and 
at the same time provide a visual 
representation of the item described 
in the manual. With the tab, the 
dividers measure 834x11” and fit the 
conventional three-ring loose bound 


folder. 


Quarterly ‘newspaper’ started 
for machine tool exposition 

A quarterly, tabloid-size news- 
paper, “The Machine Tool Review,” 
has been established to report hap- 
penings at the First International 
Machine Tool Exposition, Louis 
Srybnik, co-chairman of the ex- 
position’s sponsoring committee, an- 
nounced. 

The first issue of the newspaper 
contained four pages of news and 
pictures of the exposition, its visi- 
tors and the tools displayed. The 
permanent exposition now is in its 
fifth month. Machin2 tool makers 
from nine countries are displaying 
their products. 

The newspaper is mailed free to 
persons in the metalworking field, 
who write to First International 
Machine Tool Exposition, 132 54th 
Street, Brooklyn 32, New York. 


continued on page 104 











“lf our executives 
did not read 
BUSINESS 


PUBLICATIONS 
I°d consider them 


unfit for their jobs” 


Col. Willard F. Rockwell, 


Chairman of the Board, 
Rockwell Manufacturing Company 


“We feel the same way about our sales managers,” 
Colonel Rockwell continues. “We expect them to 
know what is being printed in the business publica- 
tions and to guide themselves accordingly. Further, 
we ask our salesmen to keep our home office informed 
about the comments of our customers on- business 
periodicals.” 

Like Colonel Rockwell, other business and profes- 


NiplP 


sional leaders the country over are reading business 
publications covering their fields of activity. They are 
getting from these magazines vital information about 
new products, new methods, new marketing trends, 
price and distribution changes through the advertising 
as well as the editorial pages. The Business Press 
offers a direct route to anyone who has anything to 


sell to business and professional men. 





For a United Business Press 


NATIONAL BUSINESS 


PUBLICATIONS, INC. 


1001 FIFTEENTH STREET,N. W. + WASHINGTON 5,D..C. + STerling 3-7535 


The national association of publishers of 161 
technical, professional, scientific, industrial, 
merchandising and marketing magazines, 
having a combined circulation of 3,524,478 
... audited by either the Audit Bureau of Cir- 
culations or Controlled Circulation Audit, 
Inc.... serving and promoting the Business 


Press of America...bringing thousands of 
pages of specialized know-how and ad- 
vertising to the men who make decisions 
in the businesses, industries, sciences and 
professions ... pinpointing your audience 
in the market of your choice. Write 
for complete list of NBP publications. 
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Throw History with Standards 


"eee sne eS 
. 


22 Sete. 


Amusing Confusion. . Hum 


80% return from hard-working 
mailing list questionnaire 

A surprising return of almost 80°; 
is reported from a questionnaire to 
check and complete the personalized 
mailing list of Danly Machine Spe- 
cialties, Chicago. 

The questionnaire, sent to all 
companies on Danly’s mailing list, 
showed which personnel at each 
company get mail from Danly and 
asked for corrections and additions 
to include men interested in new 
developments in the Danly line. 

Bob Berggren, advertising man- 
ager, said answering the question- 
naire represented considerable work. 
He said he believes it got such a 
high rate of replies because the 
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burdens, long borne, grow heavy. 


HERBERT, Jacula Prudentum 


questionnaire showed that a lot of 


work had gone into it. It was ad- 
dressed to the personnel manager . . 
a title sufficiently widespread to as- 
sure its reaching the appropriate 
person in each plant. A stamped, 
self-addressed envelope was en- 


closed. 


Paste pot goes out window 
in faster catalog preparation 

Modernization has improved upon 
the pastepot-and-scissors operation 
in at least one advertising depart- 
ment. 

In some types of catalog offset 
jobs, the advertising staff of Warner 
& Swasey Co., Cleveland, prints its 
type proofs on a commercial paper 


backed with a moistureless, self- 
sticking adhesive that eliminates the 
need of rubber cement and speeds 


operations. 


ABC's are taught to Hough Co. 
workers in new “Guide Book” 

The ABC’s of employer-employe 
relations in the Frank G. Hough Co., 
Libertyville, Ill, are taught in a 
new “Guide Book” produced for the 
company’s workers. 

The three-color, 60-page booklet 
tells the story of the company with 
pictures, cartoons and _= sprightly 
copy. Subjects are arranged alpha- 
betically 
workmen's compensation. 

The booklet also contains a brief 
history of the company, photographs 
of company officers and pictures of 
handling 


from absenteeism to 


its products, materials 


equipment. 


Cimcool sales in the bag, 
new twist in direct mail 

A gimmick that customers can 
use . . a plastic bag encloses a 
mail piece for “Cimcool,” the Cin- 
cinnati Milling Machine Co.’s indus- 
trial coolant 

The sales message is on a 412x6” 
card enclosed in a transparent plas- 
tic bag. The message warns not to 
be “left holding the bag” and gives 
“a bag full of reasons why you will 
want to switch to ‘Cimcool.’” 

The copy also says, “We know 
youll find many practical uses for 


ied on page 106 


ea 


our Fingertips. . \ 


makes dt It ovU products ranging 


When a 


AtY 


em in keeping 

Yontinental 
Industries, New York, solv 
12- 


lem by issuing this age 
Guide,” listing each of the pr 


by its seven divisions and 


company's sales offices. 


























Receiving it.. AE 7 BLUE 
. ViacR BOOK 


is the Most Used Buying Reference 


84% of the 4,491 buying decision makers who signed and returned 
the questionnaire enclosed in the 1953 BLUE BOOK state they use 
MacRAE'S “exclusively” or “principally” in selecting sources of supply. 
Here is proof that your sales message in MacRAE'S gets preferred 
attention from preferred prospects... the BLUE BOOK goes only to 
the more than 18,500 dominant industrial plants and governmental 
points of purchase in America. 


ZL out of 10 Plants | 


F] 
— | . : | a & 4 
| t , ta a Gen <a 


: Keep “Old” BLUE BOOKS In Service 


70.7% of replies to MacRAE'S questionnaire state that on receiving a 























4 he 
new BLUE BOOK the old copy is passed to other departments for con- : 


tinued use. Thus MacRAE'S takes your sales message through America's ’ 
dominant industrial organizations, and sells through extra years. : cTR 


ONE BOOK ccnverion 


Need... 
z MacRAE’S soox 


18 East Huron Street, Chicago 11, Illinois 


Also 
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Sales promotion ideas - « begins on p. 102 


this handy plastic bag.” The bag is 
addressed on an attached tag for 
added attention power. 


Uptown... All Around the Town... 


The FIRST CHOICE is 


CHRYSLER AIRTEMP 


Downtown 


PACKAGED 
AlR® CONDITIONING 


S. S. FRETZ, Jr., inc. Disredhutow 








’ 
Show ‘Em... 8 
} shit Chrveler 


nhigq 
phid 


The Philadelphia story pushes 
new Airtemp sales booklet 

A keyed panoramic photograph of 
Philadelphia appears on the cover 
of a new sales booklet to promote 
sales for S. S. Fretz, Jr., Inc., Phila- 
delphia_ distributor of Chrysler 
Airtemp air-conditioners. 

Numbered arrows point out five 


DO YOU: 
Read the Bilt-Well Bulletin () regularly 


0 never 
File the Bulletin for furure reference [) Yes 
0 No 
WOULD YOU: 


Like more product information 1 Yes [J No 
O Yes 
OO No 


Prefer more technical information 


COMMENTS: ... 


ARE YOU DO Bilt-Well Distributor 


This address now appears on our mailing list: 


200 E. ILLINOIS 





(C Jobber Salesman 


different sections of the city, and 
the legend below lists 91 Airtemp 
“prestige name” users in the areas. 
The picture is in two colors. 
Inside, the 36-page booklet lists 
more than 1,800 different Airtemp 
. a good line-up to show 


Fretz’s 


customers . 
prospects, according to 
president William Heggie. 

The booklet goes to dealers and 
salesmen in the Fretz sales areas. . 
Philadelphia, eastern 
and southern New Jersey. 


Pennsylvania 


Picture-caption method sells 
Signode in fast-moving booklet 

Signode Steel Strapping Co., Chi- 
cago, has issued a 20-page promo- 
tion booklet, of which 14 pages are 
solid pictures accompanied only 
by terse captions. 

The 
stressed to put across a fast story 
about the first 40 years of the steel 
strapping industry (it’s Signode’s 
40th anniversary), how steel strap- 
ping was born and what it means 


picture-caption method is 


to the customer today. 

The pictures include a full-page 
shot of a world map showing loca- 
tion of Signode companies, sales of- 
fices and distributors and other 
shots of Signode products in the 
making and in use. The _ booklet 
was distributed to customers. 


0 valu ible 
C) sometimes valuable 
0) of little value 


Find the Bulletin 


Feel we are leaving vital information of any type out of the Bulletin 


If s0, please comment 


Want more examples of what other customers are doing to 
sell Bilt-Well Products 0) Ye [) No 


Like more industry and market data news [J Yes () No 


Are there any articles you would like to see which we do not carry now 


1 Other. State here 


nu NDOSTRIAL MARKETING 


Find the Bulletin contains information that is helpful in selling 
Bilt-Well 





NO MATTER WHAT 
ANYONE SAYS... 


THERE IS 
WATER 
IN YOUR 
FUEL OIL 


AND HERE'S WHY! 


¥ SETTING THE RECORD STRAIGHT 
FOR EVERY FUEL OIL USER 











usea a 


scare headline n an unusual 


Scare ‘Em. . This advertiser 
C S1X-page 

il filters. The fold 
sation . . not your 
for the 


nsible inevitable 


moisture in fuel oil tanks. Copy explains 
that a filter made by Klemm Automotive 
P Chicag is the 
build faith in 
in this case, the fuel 
at the 


The folder is given 


solution. 


designed t 
same time 


tribution te 


customers. 


Products O Yes O) No 


OD Yes O Ne 


Care to have more photographs ([] Yes 0) No 


Like to see more information on 


Bilt-Well Selling Aids O Yes 0 No 

















Ask The Readers. . Editor Allen Stoltz wanted tips to im- 
prove his Bilt-Well Bulletin, company external publication of Carr, 
Adams & Collier Co., Dubuque, Ia., lumber firm. 
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So he sent out 


this concise questionnaire . 
asking his readers what they liked about the Bulletin, what they 
didn't like and what should be added to improve it. 


. backed by a business reply card. . 














PRACTICALLY 


ALL PRODUCTS 


ARE 


PACKAGED 
AND ALL PACKAGES MUST BE... 


New DENTURE BRUSH 
— a Dr West's 
ae Miratle-Fuft 





The liveliest squirt in packaging is the squeeze bottle. This flexible 
polyethylene container with a spray top is marketing baby lotions and 
hair slickers, car washes and deodorants... introducing more new 
ideas than you can shake a stick at. In fact, squeeze bottle 

production is spiraling to a 200 million high this year, and people in the 
field say it may go to 700 million! 


Plastic packaging—of all kinds—has a rare quality of showmanship. 
It can be transparent or brilliantly colored, rolled in sheets, 


If you make anything that molded, punched or stamped out . . . in boxes, bags, bottles, wraps. 





a ang estate wer : Inventive designers are using vast quantities of plastics . . . and paper, 

el Tee scarchandisins ‘metals and fibre, too... in new ways, to package products for today’s 

your adiuitisiieg belonesin— If market, where the package works as protector, applicator, and 
salesman all rolled into one. 


In all these facets of the field, MODERN PACKAGING has served the 
ac tua people who design, produce and merchandise packaging . . . helped 
them do a creative job , to sell more of practically everything — and 





buy a tremendous volume of materials, machines and supplies. 
It has lead the field for 26 years , and still does, by a wide margin, 
as survey after survey proves. Ask for the facts. 














A BRESKIN PUBLICATION 
575 Madison Avenue,’New York 22, New York 





“Radio” is a way of Thinking! 


Just as “communication” needed to 
break its earthbound bonds of wire and 


take to the air, so industry is seeking and 





finding in radio controls new “‘tools” 
ranging from servo-mechanisms to elec- 


tronic computers. 
THIS IS NO DREAM TAKING THE GUESSWORK OUT 


Radio engineers are making the “bright new Such progress is no “‘happy accident.” Men do 
world” which was the dream of men in World not “discover” television — they “engineer” it. 
War II. Just as radio engineers bridged the A good example is the achievement of color tele- 
iost silence of the sea by ship radio cc i- ai , oe as = 
t silence of the sea by ship radio communi vision. From “fission” to ‘‘computation” the 
cations in the 1900s, so these same thinkers, oe a 
job is done by an enormous process of informa- 
as radio physicists unleashed the “radiation” ; = 
7 ; tion exchange the methodical and brilliant 
power of the atom, and will harness it to indus- 
as : , teaming together of engineering thinking to 
try. They have brought the picture of the 


, solve a problem. radio this work has been 
world under your control by a knob in your solve a proble In rad , 


home television — and have beaten the mo- one deliberately by a growing engineering so- 


notony of endless counting by the electronic ciety, through its meetings and published pro- 


computer. ceedings, which unleash the minds of men. 


In 1953 “Proceedings of the I-R+E” published 1,818 text pages, exclusive 
of product news and departmental features. This is the word-count equiva- 
lent of seven 500 page text books on radio-electronics for engineers, and 
exceeds the contents of the next two contemporary publications put to- 
gether. This “high” in genuine reader service was logically matched by 
advertising worth half a million dollars, by firms investing in the engineers’ 


reading interest. 


“Proceedings of the I-R-E” 


Published by the 
INSTITUTE OF RADIO ENGINEERS 


Advertising Dept. 1475 Broadway 
New York 36, N. Y. BRyant 9-7550 





Radio Communications Television Electronics 
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N TALS 


Chapter activities 
of the National Industrial 
Advertisers Association 





Name seven award chairmen 


Sawyer to direct Toppers 
competition; Clampitt, Harty, 
direct Putman, exhibit awards 


@ NEW yYorK . . Howard G. Sawyer, 
vice-president of James Thomas 
Chirurg Co., Boston, has been 
named chairman to administer de- 
tails of awarding this year’s 14 
prizes in the annual Toppers 
Awards competition conducted by 
the National Industrial Advertisers 
Association. 

The chairman of the awards, 
which are for excellence of indus- 
trial advertising in seven classifica- 
tions, was announced by J. Whit- 
ford Dolson, industrial advertising 
manager, Hercules Powder Co., 
Wilmington, Del. Mr. Dolson is 
serving his second term as chairman 
of the association’s awards adminis- 
trative committee. 

He also announced these other 
award chairmen, who are listed with 
the cash awards to be presented: 

Putman awards for best proof of 
results from advertising, $5,000 . 
John M. Clampitt, Aluminum Com- 
pany of America, Pittsburgh. 

McGraw-Hill awards to NIAA 
chapters for outstanding activities of 
service.. to industrial advertising, 
$1,500 . . James Johnson, Buchanan 
Electrical Products Corp., Hillside, 
N. J. 

Traffic Service awards for the 
best NIAA chapter publications, 
$500 . . George H. West, Consoli- 
dated Engineering Corp., Pasadena, 
Cal. 

Exhibit awards . . H. A. Harty, 
Wolverine tube division, Calumet & 
Hecla, Detroit. 

NIAA Membership awards . . C. 
W. Tunison, Foy Paint & Varnish 
Co., Cincinnati. 


Publishers Sales Presentation 
awards . . Kenneth J. Bayer, Oak- 
leigh R. French & Associates, St. 
Louis. 

Both Mr. Tunison and Mr. Bayer 
headed their respective committees 
last year. 


Editors give publicity advice, 
predict recession this year 

® cHicaco .. A panel of newspaper 
financial experts dished up predic- 
tions of a recession in 1954 along 
with advice to the Chicago Indus- 
trial Advertisers Association on get- 
ting news releases into print. 


Vertical Coverage . . George Black, 
public relations counsel, makes a point 
to members of Western New England 
chapter of NIAA, mesting in New Haven. 
He spoke at one of the chapter's “roving” 
meetings, which arouse interest among 
prospective members by convening in a 
different city each month. 


news 


National headquarters * 1776 Broadway, New York 19, N. Y. 
William C. Sproull, president 
Blaine G. Wiley, executive secretary 


The question before the panel at 
a monthly CIAA meeting was: 
“Why don’t your financial gems get 
into print?” as stated by moderator 
Dr. Charles Allen, assistant dean 
and director of research, Medill 
School of Journalism, Northwestern 
University. 

The experts who answered the 
question were Herman G. Seely, fi- 
nancial editor, Chicago Daily News; 
William N. Clark, assistant financial 
editor, Chicago Tribune; John Mc- 
Whethy, assistant managing editor, 
Wall Street Journal, midwest edi- 
tion, and Edward A. Kandlik, as- 
sistant financial editor, Chicago 
Sun-Times. 

The consensus of the panel in an- 
swering the question was that too 
many of the releases of industrial 
companies just aren’t news. The 
panel’s advice was: “Make sure it’s 
news of general interest . . and keep 
it short.” 

Specifically some of the criticisms 
of the releases were: 

Too long; slanted to business pa- 
per rather than general newspaper 
readership; outdated; illegible; odd- 
sized paper; sending the same re- 
lease to many different persons on 
the same newspaper; uninteresting 
photographs; not identifying pho- 
tograph on the back of the print, 
and failure to include a telephone 
number on the release for further 
checking. 

All of the panel members except 
Mr. Seely agreed releases should be 
addressed to the financial editor 
rather than to a particular person to 
avoid possible delays if the. ad- 
dressee is out of the office. 

Speaking of press conferences, the 
panel advised calling a conference 
only if it would deal with an event 
of real importance and only if it 
cannot be handled by a release. 

Continued on page 110 
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“The average press conference is 
designed to flatter the (agency’s) 
client rather than to put out legiti- 
mate news,” Mr. Seely criticized. 

The jackpot question, as stated by 
Dr. Allen, was, “Just how good 
bad is business going to be in 1954?” 

The panel members agreed there 
will be a recession this year . . “a 
said Mr. 
* said Mr. 


general recession of 8% 
Clark .. “from 8 to 10% 
Seely. 

“The course of sales and profits 
definitely will be down,” Mr. Kand- 
lik predicted. And he warned that 
unless the national administration 
takes steps to alleviate unemploy- 
ment and to encourage investment 
in capital goods “layoffs in key in- 
dustries can snowball.” 

One bright note was injected by 
Mr. McWhethy, who said business 
in general will be down but adver- 
tising will be up because the pub- 
lic has the money in savings but 
hard selling, including advertising, 
will be necessary to get the money 
moving. 

The meeting opened with the 
presentation of INDUSTRIAL MARKET- 
ING’s “Industrial Advertising Man of 
the Year” award to Joe Serkowich, 
advertising manager, LeTourneau- 
Westinghouse Co., Peoria, Ill. (IM 
Jan., 1954). G. D. Crain Jr., pub- 
lisher of INDUSTRIAL MARKETING, 
made the presentation. 

Industrial advertising effects 
consumer field, EIA told 

® PHILADELPHIA .. It is wrong to 
think of industrial advertising as “a 
highly specialized field with no im- 
mediate concern for the buying 
habits of the public.” 

Pointing out that consumer goods 
manufacturers depend upon their 
suppliers to help improve operations 
which, in turn, means better prod- 
lower prices, Frank R. 
Markley, vice-president in charge 
of marketing, Sun Oil Co., Phila- 
delphia, told Eastern Industrial Ad- 
vertisers that better industrial ad- 
vertising can thus help forestall any 


ucts at 


possibility of a recession. 
Citing the marked change in in- 
dustrial selling and buying since he 
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entered the field in 1920, Mr. Mark- 
ley said that the man who buys for 
industry highly 
trained than his predecessor. “As a 
result,” he said, “today’s sales mes- 
sage, whether through the printed 
or spoken word, must be geared to 
an informed, intelligent audience.” 

Criticizing current tendencies to 
be “corny or cute,” Mr. Markley 
maintained that the best ads are 
those that “have something to say, 
say it quickly and offer proof of 


today is more 


what is said.” 


Urges advertisers to give more 
ad training to distributors 
® PHILADELPHIA .. A manufacturer 
of industrial equipment should give 
his advertising manager a pat on the 
back, an unlimited expense account 
and send him out to talk turkey 
with his distributors if he wants the 
latter to do a better sales job. 

That suggestion came from How- 


ard B. Begg, general manager of 
Squier, Schilling & Skiff, Newark, 
N.J., industrial supply distributor, 
in an address to 200 members of the 
Eastern Industrial Advertisers. 
Members of the executive board of 
the National Industrial Advertisers 
Association and trustees of the 
NIAA Research Institute also were 
on hand. 

Urging advertisers to stop treat- 
ing the distributor as a stepchild, 
Mr. Begg suggested that the dis- 
tributor be given the opportunity to 
get together with the ad manager 
and the manufacturer’s agency once 
in a while. 

The speaker told the advertisers 
that if distributors were better un- 
derstood and backed up with space 
advertising help, adequate sales aids 
and sales training, they could do a 
vastly improved job. 

“As it is,” he asserted, “the dis- 
tributor is performing an important 


19 
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~ IT IS OUR AIM to provide a pro- 
yet dy for the 1929 convention of the 
National Industrial Advertisers As- 
sociation which will be outstanding 
in every reported J. R. 
Harlan, chairman of the convention 


respect, 


arrangement committee. 

Some members travel a thousand 
miles to attend the conference, Mr. 
Harlan said, so it is our duty to 
provide something which is sub- 
stantial and will permit members to 
return to their desks feeling that 
the time and money were well spent. 

Sherman Perry, chairman of the 
convention program committee, said 
the slate of convention speakers is 
more than half complete. I am pro- 
ceeding on the basis that no man is 
too big to be on our program, Mr. 
Perry said, and I am convinced that 
the type of men accepting places on 
our program is plenty big enough 
to start a rush for seats in the front 
rows. 

The committee is going to try 
hard to make the Cincinnati con- 


Me geass ago 


JSTRIAL MARKET 
vention a high-water mark, setting 
up something that will give our 
successors something to shoot at in 
the way of interesting conventions, 


Mr. Perry said. 


# The NIAA membership commit- 
tee has fired the first broadside in 
a campaign to recruit new mem- 
bers at large, committee chairman 
J. R. Schmertz reported. Letters 
giving a brief outline of what the 
NIAA is doing in the interests of 
industrial advertising and market- 
ing were sent to 3,500 good pros- 
pects, he said. 

Each letter contained a 
folder, “NIAA Briefs,” giving facts 
about the organization of NIAA, its 
activities, membership requirements 
and advantages. 

It is too early to predict what the 
response to this first letter will be, 

Schmertz said, but it is hoped 
the initial results may prove prom- 
ising enough to warrant further 
work along this line. ® 
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V4 hat’s your particular advertising problem .. . 
how to handle inquiries—how to get case stories—how to 
present budgets? At a typical NIAA chapter round table, 
subjects like these get a thorough going-over. 

Who are these men? Your business partners in industrial 
advértising: advertisers, agency men, representatives of media 
and the graphic arts. Everybody, in fact, with a personal stake 
in industrial advertising. Thus the broad experience of the 
group makes NIAA a gold mine of ideas for each individual. 

Don’t be a lone wolf when you can draw on the help, 
experience, and friendship of this business-like team. Send 
that coupon today, and get the full story on how NIAA 
membership can brighten your future. 


NATIONAL INDUSTRIAL 
ADVERTISERS ASSOCIATION 
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INDUSTRIAL 
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The Advertising Man's Best Buy! 


NIAA ... the largest individual membership 
advertising organization in the world; almost 
4000 people associated with industrial adver- 
tisers, advertising agencies, publications, and 
the graphic arts. Chapters located in 33 cities 
in the U. S. and Canada; memberships-at-large 
available to those who do not live in or near 
chapter cities. 


NIAA continuing programs, at the chapter or 
national level, include: Advertising Awards, 
Budget Survey, Business Paper Readership, 
College Cooperation, Conventions and Exhibits, 
Industrial Advertising Effectiveness, Manage- 
ment Relations, Media Practices, Research 
Planning and Control, Interassociation Relations. 


Get: the whole story ! 








National Industrial Advertisers Association 
1776 Broadway, New York 19, N. Y. 


Please send me a copy of the booklet “If You 
Sell to Industry”, describing what NIAA has to 
offer me, plus list of chapter locations. 
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sales function by distributing goods 
more economically than the manu- 
facturer could himself. That is the 
only excuse for the distributor’s 
existence.” 

He cited the case of his own com- 
pany. It made a survey and found 
that it could sell $600,000 worth of 
business to 1,424 customers of one 
manufacturer at less than half the 
sales cost that particular manufac- 
turer had been bearing. 

What happens, he asserted, is that 
the manufacturer fails to treat the 
distributor as a member of the in- 
dustrial marketing team and fails 
to educate him in good use of ad- 
vertising. 

“Few distributors spend as much 
as $5,000 or $10,000 a year on ad- 
vertising, and most of these do not 
spend their advertising dollars wise- 
ly,” he said. ‘Most distributors are 
novices in the art of advertising. 
The real blame rests with the man- 
ufacturers who have the knowledge 
and manpower to advise.” 

He observed that in his nine years 
with Squier, Schilling & Skiff, his 
establishment has been visited by 
only four ad managers. Few dis- 
tributors, he said, are even that for- 
tunate. 

He listed these sales tools dis- 
tributors need to do a better job 
of selling: space advertising which 
lists distributors and where they 
are located, good direct mail, visual 
sales aids, give-away items with 
short messages and listing the name 
of the distributor. 


Industrial marketing meeting 
will study supplier problems 
® pETROIT . . An industrial market- 
ing conference will be held on 
Wayne University March 


25-26. 


campus 


Theme of the conference, spon- 
sored by the University in coopera- 
tion with Industrial Marketers of 
Detroit and other Detroit industrial 
executives, will be: “How the sup- 
plier to industry can do a better job 
of selling to industry.” 

Conference sponsors said there is 
an immediate need for the confer- 
ence because the industrial supplier, 
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for the first time in many years, 
finds himself in a competitive era, 
and he will be able to get valuable 
tips on how to meet competition at 
the conference. 

They said there is a long range 
need for the conference because 
“bringing industrial buyer and sup- 
plier together for general exchange 
of ideas on the continuing study of 
future trends, objectives and meth- 
ods in engineering design, produc- 
tion efficiency, and marketing cost 
reduction will serve the entire field 
of industrial marketing.” 

William Sproull, president, Na- 
tional Industrial Advertisers Asso- 
ciation, will preside over the open- 
ing day luncheon meeting. 


Speakers will include M. Joseph 


Meehan, director, office of business 
economics, U. S. Department of 
Commerce. 

A panel discussion of “coordina- 
tion within your company for better 
industrial marketing” will include 
Frank Juraschek, assistant director, 
distribution & availability, United 
States Steel Corp., Pittsburgh; Jerry 
Fitzsimmons, manager of commer- 
cial research, Allis-Chalmers Mfg. 
Cc., Milwaukee; E. W. Ervasti, 
manager, industrial sales, Wolverine 
Tube Division, Calumet & Hecla, 
Detroit; Robert P. Wagner, man- 
ager, industrial advertising & sales 
promotion, Westinghouse Electric 
Co., Pittsburgh, and Robert C. 
Trees, advertising manager, Udylite 
Corp., Detroit. 


Where travelers can find NIAA activity 


Chapter schedule of the National Industrial 
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BUT PLUMBING & HEATING CONTRACTORS 
TAKE 16%" OF THE PRICE! 
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PROFIT-LADEN 
MARKET! 


PHB CONTRACTOR-READERS ARE THE 20% 
THAT DO 80% OF THE BUSINESS! 


53.8°, own stores against. ...23.1°, of non-readers! 
39.7°/, advertise regularly inst.... 9.0°, of non-readers! 
77.9%, are rated at $2000 or better. .against....13.4°/, of non-readers! 
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THEY ARE ACTIVELY INTERESTED IN DOING MORE BUSINESS 


LET US SHOW YOU HOW PHB CAN PUT THIS MARKET TO WORK FOR YOU 
PLUMBING & HEATING BUSINESS 


INDUSTRY’S ‘‘MARKET EXPERT’’ 
5941 GRAND CENTRAL TERMINAL BUILDING NEW YORK 17, N. Y. 


*This is an arbitrary average ... percentage varies because of temperature zones and price range of houses. 
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sales function by distributing goods 
more economically than the manu- 
facturer could himself. That is the 
only excuse for the distributor's 
existence.” 

He cited the case of his own com- 
pany. It made a survey and found 
that it could sell $600,000 worth of 
business to 1,424 customers of one 
manufacturer at less than half the 
sales cost that particular manufac- 
turer had been bearing. 

What happens, he asserted, is that 
the manufacturer fails to treat the 
distributor as a member of the in- 
dustrial marketing team and fails 
to educate him in good use of ad- 
vertising. 

“Few distributors spend as much 
as $5,000 or $10,000 a year on ad- 
vertising, and most of these do not 
spend their advertising dollars wise- 
ly,” he said. “Most distributors are 
novices in the art of advertising. 
The real blame rests with the man- 
ufacturers who have the knowledge 
and manpower to advise.” 

He observed that in his nine years 
with Squier, Schilling & Skiff, his 
establishment has been visited by 
only four ad managers. Few dis- 
tributors, he said, are even that for- 
tunate. 

He listed these sales tools dis- 
tributors need to do a better job 
of selling: space advertising which 
lists distributors and where they 
are located, good direct mail, visual 
sales aids, give-away items with 
short messages and listing the name 
of the distributor. 


Industrial marketing meeting 
will study supplier problems 
® pETROIT.. . An industrial market- 
ing conference will be held on 
Wayne University campus March 
25-26. 

Theme of the conference, spon- 
sored by the University in coopera-: 
tion with Industrial Marketers of 
Detroit and other Detroit industrial 
executives, will be: “How the sup- 
plier to industry can do a better job 
of selling to industry.” 

Conference sponsors said there is 
an immediate need for the confer- 
ence because the industrial supplier, 


nz /Indu trial Mark 


for the first time in many years, 
finds himself in a competitive era, 
and he will be able to get valuable 
tips on how to meet competition at 
the conference. 

They said there is a long range 
need for the conference because 
“bringing industrial buyer and sup- 
plier together for general exchange 
of ideas on the continuing study of 
future trends, objectives and meth- 
ods in engineering design, produc- 
tion efficiency, and marketing cost 
reduction will serve the entire field 
of industrial marketing.” 

William Sproull, president, Na- 
tional Industrial Advertisers Asso- 
ciation, will preside over the open- 
ing day luncheon meeting. 

Speakers will include M. Joseph 


Meehan, director, office of business 
economics, U. S. Department of 
Commerce. 

A panel discussion of “coordina- 
tion within your company for better 
industrial marketing” will include 
Frank Juraschek, assistant director, 
distribution & availability, United 
States Steel Corp., Pittsburgh; Jerry 
Fitzsimmons, manager of commer- 
cial research, Allis-Chalmers Mfg. 
Co., Milwaukee; E. W. Ervasti, 
manager, industrial sales, Wolverine 
Tube Division, Calumet & Hecla, 
Detroit; Robert P. Wagner, man- 
ager, industrial advertising & sales 
promotion, Westinghouse Electric 
Co., Pittsburgh, and Robert C. 
Trees, advertising manager, Udylite 
Corp., Detroit. © 


Where travelers can find NIAA activity 
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—for long 
day-after-day 
production runs— 


—for difficult 
highly- specialized 
applications 


Meyercord Laboratory and Production Experience — 
PLUS Unexcelled Service—to Serve You Better! 


Sometimes we are too prone to 
tell our friends about the spectac- 
ular achievements of Meyercord in 
solving those “impossible” decal 
transfer applications... like the 
new E-51 aircraft decals that re- 
sist up to 900 degree temperatures 
of jet engines, as well as the rav- 
ages of strong solvents and aircraft 
fuels. Specialized decal applica- 
tions are a mighty important part 
of our business... but we're still 
first and foremost in the business 
of supplying standard Meyercord 
nameplate and identification decals 
fora multitude of products. Wheth- 
er you make typewriters, appli- 
ances, electrical conduit... any 
product that is turned out on long- 


ADVERTISE, 
IDENTIFY, DECORATE 
WITH 
MEYERCORD DECALS 


time production runs, be sure to 
investigate the advantages of 
Meyercord decal transfer uniform- 
ity, fine quality and unbeatable 
service on your production line. 


Send for This Manual of MEYERCORD 
DECAL NAMEPLATES 


Shows hundreds of uses for durable, wash- 
able decal nameplates ...as trademarks, 
instruction charts or 
diagrams—in any size, 
colors, or design. 
Tells how Meyercord 
Decals can help you 
cut costs and speed 
production. This 
manual is FREE... 
request it On your 
business letter- 
head, please. 
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Chamber of Commerce tells how 
to find industry statistics 


® WASHINGTON .. The U. S. Cham- 
ber of Commerce has issued a bul- 
letin to aid the seeker after statis- 
tical facts. 

The 25-page booklet, “What’s the 
Answer?” tells how to find the an- 
swer to such diverse questions as: 
“How many automobiles are regis- 
tered in our county?” and “What is 
the price trend of basic raw ma- 
terials?” 

The booklet tells how to set up 
the nucleus of a statistical library 
for as little as $6.50 and lists gov- 
ernment bureaus and publications 
and chambers of commerce as other 
important sources of information. 

The booklet observes that statis- 
tical data vary widely from industry 
to industry, but that the federal 
government publishes a “tremen- 
dous volume” of industry statistics. 

The booklet is available for 50 
cents a copy from Economic Re- 
search Department, Chamber of 
Commerce of the United States, 
Washington 6. 


50th Year .. Celebrating 50th anni 
versary of Marsteller, Gebhardt & Reed 
(from left): Otton Pearson, 79, artist who 
received retirement award after 50 yecrs 
of service; E. A. Gehardt, chairman, who 
has served 47 years; and Maurice Blink, 
MG&4R’s first president, who 
1942. 


retired in 


Foreign imports challenge 
U. S. electrical manufacturers 


® NEW yorK .. The American elec- 
trical manufacturing industry shows 
tremendous increases in total sales 
and export volume since World War 
II, according to a recent report. 
But the same report shows im- 





hews 


ports from competing foreign coun- 
tries have skyrocketed in the last 
year. 

The report was prepared for the 
National Electrical Manufacturers 
Association by the National Indus- 
trial Conference Board. It said 
“the rate of increase in imports has 
accelerated significantly in more re- 
cent years, as compared with a 
slowing down in the growth of ex- 
ports.” 

During the first half of 1953, the 
report said, imports increased 50% 
over the same period of 1952, while 
exports increased only 9% in the 
period. 

“The rate of increase of imports 
of electrical equipment reflects the 
rehabilitation of foreign industry 
and its approach toward a surplus 
position,” the report said. 

Over-all, during the postwar peri- 
od, total sales of the industry have 
averaged 6.6 times more than dur- 
ing the pre-war period (1935-39), 
exports have averaged 4.9 times 
greater and imports have averaged 
4.6 times greater, the report said. 


Nixon wins NBP’s 
Silver Quill award 
® WASHINGTON Vice-president 
Richard Nixon received the 1953 
Silver Quill award of National 
Business Publications at a “State of 
the Nation” dinner. 

Mr. Nixon was chosen for the 
award because of “his distinguished 
services to the American people 
(and) to the business and indus- 
tries that make them strong.” 


Spangler elected president 
of exhibit managers 
® cuicaco .. A. C. Spangler of the 
National Office Management Asso- 
ciation, Philadelphia, has been 
elected president of the National 
Association of Exhibit Managers. 
Allan Ray Putnam of the Amer- 
ican Society of Tool Engineers, De- 
troit, was elected vice-president, 
and Chester L. Wells of the Nation- 
al Metal Exposition, Cleveland, was 
re-elected secretary-treasurer. Of- 
ficers were elected at a meeting 
commemorating the  association’s 
silver anniversary. 
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shortest time," 


The Wall Street Journal Sells-Right Now! 


, and quickly, 
The Wall Street Journal flows 
into every channel of business. 
Evansville’s “Committee of 100, 
Inc.” attracts new industry 
through The Wall Street Jour- 
nal. Other advertisers use The 
Journal te move a wide variety 


NEW YORK HICAGO 
Eastern Editior Midwest Edit 
44 Br a a 711 West Monroe Street 


of products. Still others find 
The Journal useful in selling 
ideas. 

The moral? 

Isn’t it this: No one is more 
responsive to advertising than 
the men who keep getting 
ahead in business, And if they 
are your market, The Wall 
Street Journal’s your best buy. 


CIRCULATION: 258,448 (ABC 6-mths.-average, Sept. 30, 1953) 
THE WALL STREET JOURNAL 
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Wheat does a western manufacturer do in this market situation? 


Chart shows expenditures on new plant and equipment in the Pacific and 
sions of the West in millions of dollars (figures are from the U. S. Bureau 
owth has created special marketing problems 


in 1939, 1947 and 1952. 


This industrial gr 


iM 


intain re 


r 


the Census) 


as well as opportunities, for western companies. 


in West by going national 


Its dilemma was: specialization or breadth? 


By Phil Seitz 


® THE NOW ESTABLISHED position of 
the West as a major market for both 
consumer and industrial products 
has brought many problems to 
western manufacturers. 

Many large national manufac- 
turers have installed branch and 
distribution facilities in the West 
and, in some cases, manufacturing 
plants. Many have even moved 
their national headquarters west. 

Western companies now have 
new, strong competition at their 
doorstep. Faced with this situation, 
a manufacturer has two principal 
alternatives. He can decide to carve 
out a specific area, then fight for 
business with every tool of sales- 
manship, sales promotion, advertis- 
ing and service. Such a policy can 
be successful, but limits volume. 

A second choice is to diversify 
the company’s line and “go nation- 
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al” in order to be as big as competi- 
tion, and meet it on its own level 
of size, facilities and resources. 

This latter alternative was chosen 
by the Peerless Pump Division of 
the Food Machinery & Chemical 
Corp., Los Angeles. Peerless Pump 
operates autonomously. 

The history of Peerless Pump is 
a necessary prelude to what has 
been done to achieve complete na- 
tional distribution since World War 
II. Peerless was founded in 1923. 
Its business was basically in pumps 
for agricultural use. A small east- 
ern warehouse and assembly plant 
was established in Massilon, O., in 
1925. This plant was moved to 
Canton, O., in 1940, where a small 
but fully equipped plant was set up. 

FMC took over the company in 
1932. In 1939, the Kimball-Krogh 
Pump Co., Los Angeles, was pur- 
chased. The Sterling Pump Co., 
Stockton, Cal., and Hamilton, O., 
was acquired in 1942. 


The last acquisition was that of 
Dayton-Dowd Co., Quincy, IIl., in 
1945. In 1947, all eastern operations 
. . Quincy, Ill., Hamilton and Can- 
ton, O. .. were moved to a 240,000- 
square-foot Indianapolis plant in 
what was previously the Fall Creek 
Ordnance plant. 

Prior to 1945, there was a general 
manager, an eastern sales 
manager in Canton, and a western 
sales manager in Los Angeles. The 
outside salesmen, 20. 

In 1945, the entire U. S. territory 
was divided into seven districts, and 
a district manager was assigned to 
each district. The district manager 
reports to the general sales man- 
ager; positions of eastern and west- 
ern sales manager were abolished. 

Each district is equipped with an 
office and adequate salesmen and 
office employes to properly conduct 
the business of the district. The re- 
sult of this change, and the growth 
in recent years has been to nearly 
quadruple the outside sales force to 
75 salesmen. 

A review of the effects of these 
moves shows how each contributed 
to meeting the problems facing the 
western manufacturer seeking 
growth which can only be achieved 
by having national distribution. 


sales 


Hangs on to Dealers . . Effective 
distribution is difficult to obtain, 
and expensive to maintain. As a 
group, dealers and distributors han- 
dling pumps are extremely loyal. 
This loyalty is a practical matter. 
Over a period of years a dealer 
and his organization acquire hard- 
earned knowledge of the pumps 
they handle, and their specific ap- 
plications in industry or agriculture. 

Competitive pumps may perform 
similar jobs, but different construc- 
tion makes necessary different 
methods of servicing, tools, parts 
and technical knowledge. Too, a 
successful dealer usually has a sub- 
stantial volume from maintenance 
and service contracts for pumps in 
the line he kas been handling. 

Each of the companies taken over 
by Peerless had a core of successful, 
highly desirable dealers. In a sense, 
Peerless was as much interested in 
the dealers as in the physical assets 
of the companies concerned. 

At the same time, the companies 








acquired gave Peerless a “complete” 
line of pumps in that they manu- 
factured types which Peerless did 
not make. Once basically a farm 
supplier, Peerless now manufac- 
tures pumps for the petro-chemical 
industry, railroads, sugar mills, 
municipal water works, flood and 
storm control districts, chemical and 
other processing plants, packing 
houses, and any other industry 
where liquids must be moved. 


Why Broaden the Line? .. The 
completeness of the line has been 
an integral foundation stone in the 
building of a sales force. A re- 
stricted line would make it uneco- 
nomic to support a national dealer 
organization with the sales staff 
needed to realize potential. With 
the present large outside staff, the 
Peerless organization adequately 
presents pumps for wide applica- 
tions in almost all industries, as 
well as agricultural uses. 

The salesmen work with distrib- 
utors and also sell .direct where 
limited potential makes it impracti- 
cal for a dealer to specialize as he 
must, or in areas where potential 
is so great that it pays to have a 
company specialist on the job. 

Specialization is a large factor in 
the pump business. In many areas, 
where there is a concentration of a 
specific type of industry or agricul- 
ture, a dealer may do almost 100% 
of his volume in a certain classifica- 
tion of pumps, and know little about 
other types of Peerless Pumps. 

Because technical background and 
knowledge are so important, the 
training of salesmen is a lengthy 
process. Based on a minimum of 
two years of engineering education, 
a sales trainee usualiy spends from 
18 months to two years in a planned 
program. This includes time in the 
plant, laboratory, engineering, sales 
proposals, and finally, handling cor- 
respondence in a_ district office. 
Along the way, the individual sales- 
man tends to become a specialist in 
some phase of pump applications. 

The spotting of the specialist is 
largely a matter of geography. 
Eighty percent of U. S. industry is 
located east of the Mississippi, while 
90% of irrigation farming is done 
west of the Mississippi. The result 
of this divergency of markets can 
be seen in the location of the sev- 


eral company offices. 

Division sales offices, staffed with 
field sales-engineering — specialists, 
are located in New York, Atlanta, 
Indianapolis, Chicago, St. Louis, 
Dallas, Albuquerque and Los An- 
geles. Service centers are located 
in Fresno and Bakersfield, Cal., 
Phoenix, Ariz., and Palinview and 
Lubbock, Tex. 


Western Market to Change. . 
However, while the percentages 
cited influence the location of these 
offices, there are, Peerless feels, two 
great movements that will have a 
tremendous influence on the change 
of these percentages in the future. 

Because of drought suffered in 
the last few years, and also because 
of acreage control, and the desire of 
farmers to produce more on smaller 
acreages, the art and practice of 
irrigation is rapidly increasing in 
practically all areas east of the Mis- 
sissippi. The result, it is believed, 
could be that within ten years, the 
percentage of irrigation east of the 
Mississippi will rise to 20%, or even 
25%, as compared to the 10% of to- 
day. 

A second great change is the de- 
centralization of eastern industry, 
causing the location on the western 
shores and in the Southwest of large 
industrial plants. 

Transportation and communica- 
tion form a special problem for 
western manufacturers. Although in 


recent years some steel companies 
have established plants in the West, 
the major producers of such needed 
items as pipe and shafting are still 
in the East. Thus the expense of 
transportation of such bulky sup- 
plies is costly. 

The extra cost entailed when such 
items are shipped from East to 
West, then made into manufactured 
products and shipped back East, 
places a western manufacturer at a 
disadvantage. It was this fact that 
led Peerless to establish a branch in 
Ohio as early as 1925 when it really 
didn’t have enough volume to jus- 
tify such action. The factor of time 
in trans-shipping is a related dis- 
advantage for the western manu- 
facturer. 


Psychological Blocks . . A more 
intangible, but nonetheless real dis- 
advantage suffered by the western 
manufacturer is the psychological 
block imposed by a western ad- 
dress. In years past, the mention 
of a western address resulted in a 
smoke screen set up by the eastern 
buyer. There was always discussion 
of service, long distance for trans- 
porting parts, enormous charges for 

freight, and similar objections. 
Today, as a result of continuous, 
progressive sales work carried on 
by Peerless and other’ western 
manufacturers, there is a more 
ready acceptability in the East. This 
is particularly true if the western 
Continued on page 118 
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Push Variety of Applications . . Business paper ads promote specific applications 


in specific industries. 
pleteness of its line .. 


To compete with national companies, Peerless is promoting com 
something that was less important when selling regionally. 
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manufacturer provides service fa- 
cilities, parts, and assembly plants 
in the East 

With all the foregoing marketing 
factors resolved, Peerless now feels 


. as Peerless does. 


a final achievement is necessary: 
trade name acceptance. 

Over the years, the company has 
achieved a_ solid recognition for 
pumps used in agriculture. As the 
companies named were absorbed, 
the objective was to achieve the 
same established name in the fields 
for which these companies were 
making pumps. For this reason, for 
some two years, the promotion and 
literature of the absorbed companies 
carried their name as before, with 
the addition of the bold impression- 
able Peerless trade-mark. 

By so doing it was possible to 
effect a slow but effective transi- 
tion of acceptance from the cus- 
tomers of acquired companies to the 
Peerless Pump name. When it was 
felt the transfer of customer accept- 
ance had been achieved, the names 
of the companies were dropped. All 
equipment and material now carries 
only the Peerless name except that 


the FMC trade-mark is shown in a 
subordinate position for purpose of 
family identification. 

Strong emphasis is placed upon 
building the trade name _ because 
there are literally hundreds of 
manufacturers of pumps. Only a 
few have a complete line and are 
national. There are many compa- 
nies with strong regional distribu- 
tion. There are also many compa- 
nies which concentrate on special 
applications of pumps. Peerless 
promotion is designed to compete 
against both the full-line regional 
manufacturers, and the specialized 
pump producers. 


Be Specific, But . . To accomplish 
this it is necessary to do a dual job 
of pointing up specific applications 
of Peerless Pumps, and at the same 
time to sell the idea there is a Peer- 
less pump to do the job wherever 
liquid must be moved. 

In the 30’s, advertising and pro- 
motion was concentrated in the 
fields of agriculture, municipalities, 
and industry where the application 
was for water supply. As the line 


broadened, other fields were covered 
by advertising, until now more than 
100 industrial publications are used 
in the fields previously mentioned. 

Until recently, advertising has 
been specific in terms of a direct 
application of a_ specific Peerless 


pump in a common situation in 
the industry concerned. Obviously, 
with so many industries to cover, 
this type of approach is necessary. 
But, the character of the ads is 
changing in that emphasis is being 
given to the idea that Peerless is a 
complete line manufacturer of ver- 
tical and horizontal pumps for in- 
dustry and agriculture, deep and 
shallow wells, and special and gen- 
eral utility pumps. 


Accent on Breadth . . Since there 
is much overlapping of industries, 
the objective is to put across the 
idea to a potential customer that 
although he may only be aware of 
specific applications of Peerless 
pumps, the company has _ other 
pumps for other uses. 

This same approach is followed 
in the very extensive use of litera- 
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ture for the trade. Since the use 
of pumps can be highly technical, 
at least one piece of promotion is 
required for each type of pump 
made. There are, for example, now 
in use 43 pieces of literature cover- 
ing agricultural and __ industrial 
equipment, and 34 pieces of litera- 
ture covering pumps for water sys- 
tems and general utility uses. 

An over-all supplement to sales 
and advertising promotion is a con- 
tinuing program of public relations 
inaugurated some four years ago. 
Part of this program is directed to 
the sales force in the form of a 
regular information bulletin pre- 
pared by the advertising depart- 
ment. This covers technical and 
other developments relating mainly 
to pump applications. Some of the 
data are original with executives of 
Peerless. The work of related in- 
dustries is followed for pertinent 
data. 

When a company man does origi- 
nal research, this is expanded into 
article form and offered to three or 
four non-competing publications in 
the fields covered. A point is made 
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“We need your help to win back the Standard Gear account, Bascomb.” 


to inform editors that the material 
is exclusive in their field only. 
Within a specific field it is a policy 
to offer editors exclusive material 
in turn. Reprints of such articles 
are supplied to the sales force. This 
activity is believed important as a 
means of building the company 
name and its position as a leader 
in the field. 

The expansion of distribution to 


When one of our field editors visited the paving 
project at Castle Rock, Colorado, he discovered that ihe 
contractor, Peter Kiewit Sons’ Co., was beating the 
120 day schedule by 25%. Such performance is only possible 
when the contractor uses modern construction 


machinery and runs an efficient job. 


470 Fourth Avenue 
New York 16, N. Y. 


420 Leader Building 
Cleveland 14, Ohio 


national has been accomplished with 
B. A. Tucker, as general sales man- 
ager, a post he has held since 1946. 
Mr. Tucker joined the company 
with the acquisition of Kimball 
Krogh in 1939, when he was named 
a district manager. S. M. Riordan, 
Jr., is advertising and sales promo- 
tion manager. The McCarty Com- 
pany, Los Angeles, is the company’s 
agency. 


Contractors and their engineers are interested 
in learning how the other fellow does it, and 
that’s the kind of useful material they find in 
C&E. The editors of C&E pioneered the now 
popular technique of field visits to get the facts. 
And these on-the-spot reports are still the back- 
bone of our editorial contents. 

In the long run, every magazine is just as 
successful as its readers want it to be. Bearing 
this in mind, it’s interesting to note that C&E, 
after thirty-three years on the job, carries more 
advertisers than any other monthly in the con- 
struction field. Write for a current copy and let 
C&E speak for itself. 





Contractors and 








Engineers 
magazine of modern construction 





1719 Daily News Bldg. 
Chicago 6, Illinois 


2238 Ben Lomond Dr: 
Los Angeles 27, Calif. 
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GE’s eight-page ad 
reports 1953 progress 


Zibc PAPER axa’ PULP MARKET? wcecne eee cones 


Electric’s Apparatus Sales Div. has 


come out with a “semi-blockbuster” 
ad . . eight pages telling pictorially 
Place YOUR catalogue pages in the sales-powerful the company’s “electrical develop- 


PAPER and PULP MILL CATALOGUE — used EXCLUSIVELY by the industry as the ments of 1953.” 

BUYERS GUIDE for machinery, Equipment, Materials and Chemicals. . . . Remem- The ad is running in the January 
ber, more than 90% of all purchases originate inside the mills — FROM NEED! 30 issue of Business Week and the 
They are not due to external salesmanship! . . . So, for “STAR SALESMANSHIP” February Fortune. The ad is a 
on the inside, be sure your products are described in the PAPER and PULP MILL Slinwnun to Gite it- ‘Wock- 
CATALOGUE — where the MEN WHO BUY LOOK FIRST: superintendents, engi- |, tg he ee 


we ie é buster” insert in the same publica- 
neers, management officials, technicians and production men. 


tions early last year. 
3000 EXECUTIVES RECEIVE iT—in EVERY PAPER and PULP MILL in the The ad, a report on some of GE’s 
UNITED STATES and CANADA! product and engineering develop- 


NO OTHER BOOK LIKE IT IN THE INDUSTRY! | ments during 1953, contains spreads 


AMERICA’S FOREMOST COMPANIES have used it as a standard medium | 0" the electric utility business, in- 
for 34 years! dustry ,and transportation and de- 


fense. 


EXCLUSIVELY A BUYERS GUIDE of manufactured products — not a converter | About 35,000 reprints of the ad- 


or merchants directory! : : ; 
Y vertisement will be mailed to give 


DISTRIBUTION LIST of catalogue recipients gratis to advertisers — a splendid the promotion added depth. 
follow-up list for sales and advertising managers. 


MONTHLY SUPPLEMENT — mailed to every Catalogue recipient — keeps the 
Catalogue ALIVE! This supplement brings up-to-the-minute changes: additions 
to your pages, new products, specifications, new product uses, personnel. 

ALL IN ONE VOLUME — a concise, composite, classified, encyclopedia of 
exact data, applications, illustrations, descriptions and specifications of your 
products — easy to understand, easy-to-order-from, and obviating the need 
for searching through numerous single catalogue and sales literature. 
THOUSANDS OF IMPRESSIONS — on the right people — for insignificant cost | 
— only $300 per page, inserts in proportion. 

WIRE RESERVATIONS NOW! Forms Close May 31, 1954... 


$e 
—,, 


PAPER AND PuLP Mitt CataLocue is YOUR PAPER AN 
MARKET-PLACE—with DAY by DAY FMP LP fiji | 
BUYER TRAFFIC THROUGH its PAGES! CATALOGNE 

- ... An Incomparable Selling Opportunity! KUUUIC : —~ : = 
Box Tops an ings .. A contes 


with all the earmarks of a consumer pro 
FRIT Z PUBLICATIONS, INC / motion is being aimed at electronics job 
431 S. DEARBORN ST. * CHICAGO 5, ILL. (l bers and their customers by Pyramid Elec 
‘o., North Bergen, N. J. Prizes total- 


ing $5,600 will go to jobbers’ customers 








who complete “I like Pyramid capacitors 
"in 25 words or less and send 


because. . 
WANT TO KNOW : } ' \ 4 ‘ it in with a top of a box from a Pyramid 


dry electrolytic capacitor. Ads pushing 


WHAT SERVICES aD the contest in electronics publications are 
y , 


ked over by model Jeanne Stone 


= one 35, ang above). surto owne, Chicago, is th 

ARE OFFERED —.. ccusiaeg Burton Browne, Chica is the 
BY LEADING : | MARKET DATA & New tax makes bookkeepers 
—— || IRECTORY NUMBER of business men, says Kobak 


® SCRANTON, PA... A tax court rul- 
ing on entertainment expenses will 


? x « make every business man a part- 
PUBLICATIONS ? Industrial Marketing ; 


time bookkeeper, warns James B. 
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news 


Kobak of J. K. Lasser & Co., New 
York accounting firm. 


Mr. Kobak said at a meeting of | 
the Scranton Advertising Club that | 
the court ruled that a taxpayer can- | 
not deduct from his taxable income | 
the entire cost of a business lunch- | 
eon but can deduct only the excess | 


over his normal lunch bill. 


Mr. Kobak said that under the | 
new ruling taxpayers must show | 
records of whom they entertained, | 
their business connection and how | 


much was spent, and they must also 
justify gifts, club bills, home en- 


tertainment expenses and other | 


items deducted as customer enter- 
tainment. 


Penton starts new publication 
in automatic control field 


® CLEVELAND . . Penton Publishing | 
Co., Cleveland, has announced it | 
will launch a new publication in the | 
field of automatic production late | 


this spring. 


Automation, will be Penton’s first | 
completely new publication in 25 | 
years. The firm now publishes | 
Steel, Foundry, Machine Design and | 


Great Lakes Red Book. 


Automation will cover the field of | 


automatic control of individual ma- 


chines, batteries of machines, entire | 


production and process lines and 
complete processing and produc- 


tions plants, Penton said. Editorial | 


content will be directed to manage- 


ment, production and engineering | 


personnel of plants that. use auto- 
matic controls. 


Roger W. Bolz, former associate 
editor, Machine Design, will be edi- 
tor of Automation. Edward S. Law- | 
son, former New England district | 
manager of Machine Design, will be | 


business manager. 


Dunham exhibit van ‘replaces’ 
catalog for heating contractors 


® cHiIcaco . . Building contractors | 
in 1954 will get a chance to see | 
heating equipment they formerly | 


bought by specification. 
The chance will be provided by 
C. A. Dunham Co., Chicago manu- 


facturer of steam and hot water | 
heating equipment, which is sending | 
a 40-foot demonstration and exhibit | 


Continued on page 122 
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The sure way to get your 
sales story into buying hands 


Your sales approach to the Refining Industry depends on 
getting product information in the hands of men who buy. 
And your catalog in Refinery Catalog will reach “inside the 
gates” to 5,000 men with purchasing authority in the 
Refining-Natural Gasoline-Petrochemical Industry. 


Refinery Catalog’s planned distribution covers men respon- 
sible for 98% of all purchases made in Refining operations 
. . . hard to reach men on the other side of those “No Ad- 
mittance” signs. Ask a representative to show you the actual 
list of these proven buyers. 


For strong supporting assurance on 
Your sales and advertising programs 


. . . put your story into the hands of the right men, at 
the right time—when actual buying decisions are being 
made! Place your catalog in Refinery Catalog. This will help 
your salesmen get inside those gates! 


Send now for value-packed Refinery 
Catalog Fact Book. Gives market data, 
copy suggestions, cost comparisons. 
Write Sales Promotion Dept., P. O. 
Box 2608, Houston 1, Texas. 


She Wolds Largest MAWwstRy Seblishers 


eS et TE fee ote) iN, bh 


OFFICES: ¢@ Houston (6), 3301 Buffalo Drive, LY-4301 @ New 
York (17), 250 Park Avenue, El Dorado 5-4012 @ Chicago (4), 
332 S. Michigan Avenue, Wabash 2-9330 @ Cleveland (10), 1010 
Euclid Avenue, Main 1-2550 @ Tulsa (3), Hunt Building, 3-1844 @ 
Los Angeles, W. W. Wilson Building, Huntington Park, Jefferson 
1219. 4059 


February 1954 /121 





(=) NEws heck your 


van on a tour of customers in 48 " 
states. The traveling exhibit was | glee te nF] 
introduced at a luncheon at the | 0) eC l 
convention of the National Associ- onus 
ation of Home Builders. | e bd 

A spokesman for contractors, Ed- | In 4) goan ng 


ward Teske, engineer of the Heat- 
ing, Piping & Air Conditioning Assn. 


of Chicago, said: “Contractors us- | plastieg industiy 





ELECTRICAL ually order heating equipment from 


a catalog. This is a great step in 


ENGINEERING that it gives them a chance to see 
what they're ordering. If you're searching for new areas to 


The exhibit, named “Products on sell, then check the plastics industry 
Has Parade,” will make stops of one or —now! Its volume has literally guin- 
two weeks wherever a wholesaler tupled in a short ten years . . . and it’s 

still going UP, as companies every- 


Th L or Dunham sales engineer wishes to 
e argest where use more and more plastics— 


stage demonstrations for customers. : i : 

° e The exhibit includes cutaway and © sell more . . . Or Cut Costs . . . OF 
Circulation working models of a hot water line make a nel onan 
of circulators, valves, fittings, spe- As the plastics industry grows, so do 
. se 
of any technical cialties and controls. One unit heats the sales opportunities for manufac- 

artine turers of the raft of products the 
: ° the van itself. thectee 
Publication od onr.: booming industry uses . . . tools, ma- 
. . Advertising manager Jack O'Neil chinery, materials, supplies, instru- 
in the electrical | said that the company’s budget, in- ments, equipment. , 


cluding a substantial business pa- 
field. . é A There’s a good chance that what you 
per campaign, has been doubled k ; 
since 1952 and that an additional na sino ag ace os 
eece s c g pis 
astics industry. To get the facts... 
30° has been invested in the travel- P 'y S 


More than | ing exhibit. Geond this 
53,000 | ae Study 


. > This report, off press 
Circulation An album of in January, is de- THE 

| signed to help you PLASTICS: 

Sete | old photos gee evaluate the plastics INDUSTRY 
At the lowest page rate — > cg Pine 
per thousand edit | tion and advertising 
’ j to sell the field. It is 
Published for more than > clei packed with the lat- 


7O years, Electrical Engi- est data on the size 
and scope of the 


neering has the prestige to | ; market . . . shows where the sales are... 
deliver your story direct to | lists the major capital equipment and supply 


Key Executives and top items the plastics industry buys. 
TO RESERVE YOUR FREE COPY, fill 


a ee in the coupon below; clip it to your company 
P . letterhead and drop it in the mails. (No 
Write or wire for obligation, of course.) 


Complete information 


ELECTRICAL B MODERN PLASTICS 
ENGINEERING A Breskin Publication 

575 Madison Avenue, New York 22, New York 

Suite 13, Lower Level 


500 FIFTH AVENUE 
NEW YORK 36, N. Y. 








Gentlemen: 

Please rush my free copy of your new 
36 page data file, ““The Plastics Industry 
—What it Buys and How to Sell it.” 
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APTA oa 


, It knows the market 
ready to go eerste nr 
k § lumber dealers and 5624 builders — included 
fo work for 
0 Its readers are glad to see W-B 


among over 12,000 CCA readers. 
i Month after month W-B readers—your customers 
and prospects among lumber dealers and build- 
e ers—respond with dozens of volunteer testi- 
monial statements. 


Finest It gets in to see the right people 
qualifications for Every experienced salesman knows he generally 


e ° has to sell more than one individual in a com- 
effective selling pany. W-B, among both lumber dealers and 
builders, is read by the boss—officers, mana- 
g2rs and directing heads. 





Honored . . David Howell (left) is | It is low-cost 

honored by his associates upon complet- remember: IN THE WEST oy 

ing 30 years of service with Rickard & YOU DO IT BEST with... pity ork amps Aya ary 
Co., New York agency, where he is pro- cost per 1000 on a 12-time basis is less than 
duction manager. Robert A. Browne pre- We STE a ie saat 

sents the citation, as production assistant ICCA! 


Joan Hawkins provides attractive scenery. SERVING THE LUMBER DEALERS AND BUILDERS IN THE LIGHT CONSTRUCTION MARKET OF THE WEST 


8 T : L Di Ne, 519 S.W. PARK AVENUE | PUBLISHED BY 
Council of industrial editors PORTLAND 5, OREGON THE TIMBERMAN 
gets a British affiliate 

® NEW yorK . . The British Asso- 
ciation of Industrial Editors has be- 
come affiliated officially with the 
International Council of Industrial 
Editors, which represents more than 
3,000 company publication editors 
both here and abroad. 











ABP memberships extended 

to journalism schools 

@ NEW YORK .. Six schools of jour- 
nalism have affiliated with Asso- 
ciated Business Publications, on an 


associate membership basis. | N D TRI . 
They are those at Northwestern, | é 


Syracuse, Montana State, Wiscon- 


: : : Bee ete s % ® 
sin, Minnesota and Missouri univer- THEY LOOK BETTER PILFER PROOF, LOSS PROOF 
sities. With the exception of the | 


| 2 8 
voting privilege, the schools receive | POSITIVELY PERMANENT LIGHTWEIGHT - PLACE ANYWHERE 


all benefits of membership in ABP, ° ’ 2h. 
such as receipt of printed material ADAPT TO ANY PRODUCT DOES A BETTER SELLING JOB 


and research findings, and the reg- | 
ular clinic, workshop and confer- C U T S C 0 ST S 
ence meetings afforded to business 


paper members. AS MUCH AS 


Oppenheim, founder | 200 % : 
of Western Advertising, dies 
® SAN FRANCISCO . . Ramsey Op- | Yewek 
penheim, 69, founder of Western cam yy visiaini plete aad lie 
Advertising, San Francisco, died of 

OUR REPRESENTATIVES WILL 545 Pearl Street, New York, N.Y. 


a a — = ot He had ~_ SHOW YOU SAMPLES MADE wets se 
retired for the last 15 years. FOR INDUSTRIAL LEADERS ; 
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management 


forum 


_ a monthly im feature 


Executives predict growth of leasing, 
trade-in plans, but warn of pitfalls 


Use of leasing plans and trade-in arrangements is cropping up in the industrial field as 
a stimulus for business. A “tool-lease” program permitting users to lease machine tools 
has been announced by Kearney & Trecker Corp., Milwaukee (see page 26). A year ago 
Yale & Towne Mfg. Co., Philadelphia, announced a plan for leasing lift trucks for six or 
nine years. In Brooklyn, S&S Machinery Co.’s new permanent exhibition features trade- 


ins of used equipment (IM, Jan.). 


What is the future of this type of merchandising in the industrial field? Will the apparent 


trend last? 
Their answers appear below. 


To get some answers, Industrial Marketing asked several top executives. 





By E. G. Swigert 
President 

Hyster Co. 
Portland, Ore 


® THERE IS no question that various 
forms of leasing as a means of stim- 
ulating sales have become an im- 
portant part of merchandising to- 
day. There is nothing wrong with 
leasing when it is carried out on a 
financially sound basis, and where 
it actually creates sales there is 
much to be said for it. Unfortu- 
nately this is not the way it usually 
happens. 

Any manufacturer would prefer 
to sell for cash but when sales be- 
come difficult to make, every ex- 
pedient is tried and it is generally 
the weaker companies who try them 
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first. As more and more companies 
are forced into leasing arrange- 
ments it becomes a race to see who 
can make the most attractive prop- 
osition. All too often the end result 
is an unsound program which can 
be very serious for the individual 
company or even for a whole in- 
dustry. 

I certainly don’t think there 
should be any legal prohibition 
against lease selling, but I think 
every firm should examine the pro- 
posals and check them carefully 
against the history of other indus- 
tries before being pushed by com- 
petition into unsound practices. I 
think there will be an increase of 
this type of selling during the next 
year, but I do not look for it to play 
an important part permanently in 
the sale of machinery. 

After all, if the leasing agreement 
is sound it means that the consumer 
is paying the cost and in most in- 


A monthly discussion, 

in which industry’s top 
executives talk frankly about 
management policies 

dealing with current industrial 
marketing, selling 

and advertising problems 


stances a purchaser can do his own 
financing on a more advantageous 
basis. It does offer a small com- 
pany a chance to modernize on a 
pay-as-you-go plan and to that ex- 
tent I believe it is constructive. 


By W. M. Wetzel 

President 

Buffalo Fire 

Appliance Corp. 
and Fyr-Fyter Co. 
i New York, N. Y. 


® THE IDEA of “leased equipment” is 
not new and is utilized to a greater 
extent than at first might be real- 
ized. The telephone is an outstand- 
ing example. We do not buy tele- 
phones; we are buying the use of 
the telephone. Many other indus- 
tries utilize the “leased equipment” 
idea: in the shoe machinery field, 
a great many machines are leased 
and not sold; likewise in the paper 
bag field. Teletype and postage me- 
tered machines are additional ex- 
amples. There are many advan- 
tages: 

1. It enables users to have the 
benefit of the equipment without 
the capital investment. 

2. It enables the cost to be fully 
expensed. 

3. It saves taxes inasmuch as the 
rental charge is a complete tax de- 
duction whereas an outright pur- 
chase requires the item to be cap- 
italized and only the depreciation 

Continued on page 125 
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becomes a tax deduction. 

4. Many companies can afford the 
monthly expense whereas they 
would not have the cash to purchase 
the item. 

The likelihood is that this type of 
merchandising will increase grad- 
ually and in my opinion, the method 
is sound. The deterrent to fast 
growth is the fact that the financial 
burden is placed on the manufac- 
turer whose investment in inven- 
tory on such items increases with 
each sale; therefore, the extent to 
which he can promulgate the 
“leased” plan is limited by his abil- 
ity to finance the operation. Com- 
panies utilizing the “leased” plan of 
distributing their product need a 
greater amount of capital funds and 
greater borrowing capacity than 
companies who sell outright. 

As to “trade-ins,” few manufac- 
turers make provision for it. Even 
in the automobile field, where the 
trade-in of the old car for a new 
one predominantly occurs, it is done 
by the dealer on his own responsi- 
bility. It is difficult for a manufac- 
turer to handle trade-ins. It re- 
quires storage space, repairing and 
reconditioning of many makes and 
types of the traded-in product; also 
a marketing organization for the 
used product. 

Most manufacturers prefer this 
problem to be in the hands of the 
person buying the new unit or in 
the dealer selling the new unit, if 
the sale is through a dealer organ- 
ization. There is no doubt that a 
trade-in policy on the part of the 
manufacturer would stimulate sales 
of the new products, if he can de- 
velop a practical way of handling 
the traded-in product. 

Buffalo Fire Appliance Corp. and 
The Fyr-Fyter Co., which I own 
outright, manufacture all types of 
portable fire extinguishers. We al- 
low a fixed, flat amount on each 
extinguisher exchanged for a new 
one. The amount allowed for the 
trade-in is the salvage value of the 
particular unit. We find it does 
help a salesman make a new sale, 
even though the allowance amount 
is relatively low in relation to the 
cost of a new unit. The only leased 
equipment we utilize is such that 





helps you sell 
the Men responsible for 
Product Design & Development 


PD&D increases the effectiveness of Advertising by keeping = 
Advertising as well as Editorial boiled down to Save Readers’ Time 


MARKET — It’s expanding, growing but its 
size is unknown and in many respects, 
unknowable. No one knows what design 
engineers will be creating and working 
on— for tomorrow's products. Therefore, 
you can’t reach too many product engi- 
neers—too often. 


PD&D SERVES THE PRODUCT DESIGN FIELD... 
reaching the engineers and executives re- 
sponsible for the Design & Development 
of durable goods—tomorrow’s products, 
manufactured in quantity for sale to con- 
sumers, business, industry and govern- 
ment. 


34,000 COPIES OF PD&D ARE INDIVIDUALLY 
addressed to men who head up and super- 
vise the overworked and understaffed 
departments hard at work Planning, De- 
signing, Testing and Specifying. They 
comprise the Original Equipment Market 
—OEM-the market interested in compo- 
nent parts and materials. 


BECAUSE OF A SHORTAGE OF DESIGN ENGINEERS... 
each one has had to be responsible for a 
growing work load. ‘‘Time’’ has become 
their most critical commodity—time to 
read, time to solve their design problems 
and incorporate them into tomorrow’s 
products. 


PD&D HELPS YOU MEET TODAY’S CONDITIONS... 
Products on the market are being re- 
designed for improvement, for economy. 


Others are two or three years ahead of 
marketing. Every day new products are 
reaching the phase where design has to 
be ‘‘frozen” for production. The present 
trend toward annual new models also 
makes the need for information about 
products—both new and tried-&-tested— 
even more imperative. 

PD&D SAVES ITS READERS TIME BY PRESENTING 
editorial content in short concise form; 
and by limiting advertising space to only 
1/9th and 2/9th page units. Because these 
two elements are blended in our page 
make-up, continuous analysis of requests 
for additional product information show 
that the advertising is as well read as the 
editorial material. 

PD&D HELPS ADVERTISERS DO THEIR NO. 1J0B... 
with 34,000 individually-addressed copies 
getting product descriptions and specify- 
ing data into the hands and personal files 
of Design Engineers. 

THEY READ PD&D AT THEIR DESK, ON THE JOB 
and respond through one of PD&D’s 
three inquiry systems to quickly obtain 
additional information on selected items. 
Product designers phone, wire, write di- 
rect to manufacturers because PD&D 
furnishes individual names and phone 
numbers wherever possible and over 
4,000 use PD&D’s Reader-Service cards 
every month making over 23,000 requests 
for additional product information. 


To make it easy for Advertisers who want to Buy 


Here’s how one Advertising Executive 
highspotted his recommendation: 


6¢ Product Design & Development is rec- 
ommended in reaching the Design Field 
because it has the largest circulation at 
lowest cost — plus tangible evidence* that 
the proposed advertising will be read. »° 


Data for your proposal: 


CIRCULATION: 34,000 individually-addressed 
copies, CCA. COST: Flat rate of $150 per 
1/9 page unit or $1,800 12-time schedule. 
*TANGIBLE EVIDENCE that advertising-is- 
read: Received in the form of direct in- 
quiries, and PD&D Reader-Service Cards. 


Media selection many times is determined not only by “who reads it” but also by the 
mood-&-frame of mind of Readers...as well as WHEN-&-WHERE they do their reading. 
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we cannot buy outright. 
Continued on page 126 
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“We couldn’t have built 
the 42 million dollar 
Chesapeake Bay Bridge 
without Civil Engineers.” 


Says 
David Bonner, 
Vice Pres. 
“mm Frederick Snare Corp. 


“The first men to be called in on 
new projects and last to leave the 
completed jobs are Civil Engi- 
neers. They approve the plans, 
specify the materials and select 
the needed equipment. In most 
large contracting organizations, 
the key executives who wield vast 
purchasing authority are Civil 
Engineers.” 


Only CIVIL ENGINEERING 
alone can sell 
37,000 Civil Engineers. 


Here’s why: 

BB civit ENGINEERING is the only national 
periodical published exclusively for Civil 
Engineers. 

YA 90% of CIVIL ENGINEERING’s 37,000 
readers have met the rigid education and 


experience requirements for membership 
in the American Society of Civil Engineers. 


EEA CiVi ENGINEERING’s authoritative edi- 
torial content is written by top-flight en- 
gineers actively engaged in important 
projects. 

Bich reader interest produces results — 
36,715 inquiries from one issue alone. 


Advertisers pleased — 91% of 1952’s ad- 
vertisers were back again in 1953. 


| oles bel-1-p ¢-Mete-m-relt leet (re! 
to specify and buy! 


CIVIL es 
ENGINEERING” 


The Magazine of Engineered Construction 
The American Society of Civil Engineers 
33 West 39th Street, New York 18, N. Y. 
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By D. C. Reybold 
Vice-President 


r 


lle 
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® IN MY OPINION the trend in pro- 
ducers’ durable equipment is going 
to be more and more toward rental, 


but the manufacturer of this type of | 


equipment will use this form of 
merchandising only as a supplement 
to outright sale. 

The trend will not move rapidly 
until the Bureau of Internal Rev- 
enue and the tax courts determine 
whether an option to purchase in 
the rental agreement will be con- 
sidered as a conditional sales agree- 
ment rather than a pure lease. 

We have looked into the problem 
and there are some small items of 
our equipment that could be mer- 
chandised by a tool lease plan. 
However, it will not be generally 
applicable in the Dorr Co.’s type of 
business inasmuch as the equipment 
we sell requires a_ considerable 
amount of permanent construction 
work in the user’s plant, the equip- 
ment thereby being less than 50% 
of the total cost of the installation. 
We have not as yet found any prac- 
tical means of financing the entire 
installation by rental. 


By H. B. Spackman 
President 
Lyc n Metal 


iucts 


: A ; Pre 
« \ Aurora, Ill. 


® ACTUALLY, because most of the 
products made by Lyon, such as 
steel shelving, lockers, shop equip- 
ment and similar products, are long 


| lived and because few are of the 
| mechanically operated type, Lyons 
| as a company has not entered into 
| the practice of leasing equipment or | 
| of making trade-in allowances. 


Because our products are sold in 


| many different fields, we have dif- 


ferent types of dealers selling them. 


Many of these dealers do accept 
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Stickin Around 
with KLEEN-STIK 


Talk About VERSATILITY — 


KLEEN-STIK’s really got it! The super- 
stickin’ qualities of this miracle mois- 
tureless adhesive not only make it per- 
fect for a jillion regular point-of-purchase 
uses—but also create some absolutely 
amazin’ new applications! Like these: 


uw” 

The Proof of the Pudding... 
is in the packaging—just ask 
E. B. WOLFERMAN of FRED 
WOLFERMAN, INC., Kansas 
City, Mo. Their **Old English”’ 
Plum Puddings used to go thru 
a complicated maneuver of 
cloth bags, bowls, foil or cello- 
phane wrapping, and tying. 
But Mr. W. got together with 
RALPH KRIGEL and PAUL 
GORE of PACKAGING PROD- 
UCTS, and worked out the 
combination wrap and label 
above, richly done in red on 
gold foil KLEEN-STIK. Now, 
the puddings are sold right in 
their baking bowls, simply by 
stripping off the protective 
backing of the label and press- 
ing the die-cut flanges down 
over the edge. Neat... fast... 
and so attractive! 


Luggage Made of Glass? 
Sounds impossible, you say! The truth 
is, it’s fiberglass luggage, manufactured 


by H. KOCH & SONS, San Francisco. 
JOE WEINER, S.F. ad agency head, 
wanted labels that would tell the buyin’ 
public about the wonderful scuffproof, 
waterproof, and other-proof qualities of 
his client’s products — but nothin’ would 
stick on the waxy surface! Except — you 
guessed it—KLEEN-STIK! So STAN 
KIRK of PHIL RUDE LITHO CoO., 
produced this series of clever labels— 
and now bigger sales are “in the bag” 
for KOCH! 


Fre _/ 


LUGGAGE j 


2 
biden Rt See 5 
Don’t forget ... KLEEN-STIK 
is tops for streamers, posters, 
shelf strips, and P.O.P. of all 
kinds. Ask your regular printer 
or lithographer for details—or 
write for KLEEN-STIK’s dandy 
**Jdea-of-the-Month”’ service 
— it’s free!. 


KLEEN-STIK PRODUCTS, INC. 


225 North Michigan Avenue @ Chicago 1, Ill. 
Pioneers in pressure sensitives for Advertising and Labeling. 
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equipment in trade-ins on pur- 
chases of Lyon products. This 
equipment is reconditioned, refin- 
ished and later resold by the dealer. 

There is an increasing trend to- 
ward leasing of equipment by deal- 
er organizations. In the majority 
of cases, the dealer leases the equip- 
ment on an annual rental basis. We 
have no intention, as a company, to 
inaugurate leasing or trade-in pol- 
icies for the reasons already stated. 
The manner in which our dealers 
are doing it results in a better serv- 
ice to their customers. 


By F. J. Trecker 
President 

Kearney & Trecker 
Corp. 

Milwaukee, Wis. 


@ THE ANNOUNCEMENT by our com- | 


pany of a tool lease program where- 
by machine tools of our manufac- 
ture may be obtained on a rental 


basis was bound to draw consider- | 
able attention if for no other reason | 


than that it marks a radical depar- 
ture from a cash-and-carry tradi- 
tion in machine tool selling. 
Undoubtedly there will be varied 
reaction .. pro and con. . regarding 
our decision to proceed so boldly 


and broadly in promoting the idea. | 


However, we are not without sound 
reasons for doing so. 

First of all, we regard the leasing 
of our products as a significant mar- 
keting tool which rounds out our 
sales approach to all potential users 
of our products. Naturally, we still 
wish to sell as many of our ma- 
chines as possible, either outright or 
on a conditional sales agreement. 


However, the leasing opportunity | 


will open the door still farther in 
putting our machines to work. This 
is our reasoning: 

We believe that under the tool 
lease plan (1) working capital can 


be released for other purposes and | 
production expanded without fur- | 
ther debt. In that manner, the com- | 


pany would not be limiting its fu- 
ture borrowing capacity. (2) The 
leasing company would be assured 


Continued on page 128 
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WOOD WORKING DIGEST... 
goes to the right men... your logical 
~| prospects with authority to buy 


The personalized copies of WOOD WORKING 
DIGEST* reaching the desks of production ex- 
ecutives every month, . . help stimulate adver- 
tising readership. Executives in wood working 
plants find WWD an extremely efficient aid 
in their everyday planning. They WANT to 
read it. . . and it is this loyal readership among 
key men with purchasing power which is di- 
rectly responsible for WWD's advertising ef- 
fectiveness. The record speaks for itself — 
WWD carries more pages of advertising than 
the next 4 industry papers COMBINED! 

Why not put your confidence in this proven 
sales-producer? 

Send for 24-page Market Data File based 


on NIAA Outline. Gives market figures, 
government statistics and publication data. 





*Circulation verified by Western Union 


WOOD WORKING digest 


HITCHCOCK PUBLISHING CO. WHEATON, ILL. 














THE IRON and STEEL i 
PRODUCING ° 


To Sell hp 
‘ 


INDUSTRY & 
? 


/ 
/ 


Feeach the huying Power / 
catcher he Reta i my 


The complete buying power of the iron Ks is 


and steel industry is “packaged” for / 
you in the paid circulation of the » 
Ironand Steel Engineer. Men whom you 
must reach at all levels of the industry / 7 
rely on the editorial and advertising - a 
pages of their own publication to keep ? 
them informed. Give them data they need WRITE TODAY FOR 
on your equipment, supplies or services, THIS NEW BOOKLET: 
for your share of the market. “How to Sell to the 
Iron and Steel Pro- 


ducing Industry"’ 
‘ od FS. 
i aS 


Iron sno Steel ENGINEER 


1010 EMPIRE BUILDING PITTSBURGH 22, PA. 
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Net Paid Circulation 





| WOOD 


wood products 





Use this fast growing book 
to sell the $9 billion 
Forest Products Industry# 





+ Manufacturers of Lumber * Plywood and 
Veneer * Wood Containers *Furniture * 
Millwork * Flooring * Prefabs * Other 
a Products * Large Industrial Wood 
sers. 











More and more top management readers 
are buying and reading the new Wood & Wood 
Products because its editorial content is alive 
and going places. in fact, for the first six 
months of 1953, Wood & Wood Products 
showed a 9% increase in net paid buying 
power circulation. This is proof that this pub- 
lication is performing a vital service . . 
helping readers operate their businesses more 
efficiently and profitably; helping them keep 
abreast of the latest industry trends and de- 
velopments. 

Yes, Wood & Wood Products, editorial leader- 
ship is winning an ever larger readership— 
creating a more receptive audience for your 
advertising message among the kind of read- 
ers who have the authority — and the money 
— to buy what you hove to sell. 


Here’s What W/WP Delivers 


1. Concentrated coverage of the larger opera- 
tors—the 28° who produce 88% of the 
tetal industry output. 

2. High readership among TOP EXECUTIVES 
who specify purchases of products, equip- 
ment or services used in the manufacturing, 
Processing and transportation of lumber, furni- 
ture and hundreds of wood products, 

3. Planned editorial content that accents 
streamlined plant layouts, modernization of 
production equipment and machinery, better 
management and marketing methods. 

4. An audience that's conditioned and ready 
to buy. 


e@ If you haven’t seen the NEW Wood & 
Wood Products, write for a sample copy today. 
And for facts about the huge market covered 
by Wood & Wood Products, ask for our Mar- 
ket Data File including a recent yveadership 


report, 


* Based on cet s statement for six months 
ending June 30, 


wooD 


wood products 


A VANCE PUBLICATION 
139 N. Clark St. e 


@® Phone: Financial 6-5380 agp 
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of a machine as 
long as it needed without 
committing that company for the 
total life of the machine, thus avoid- 
ing the risk of high obsolescence. 
(3) This in turn would allow a 
excep- 


of future services 
were 


manufacturer to maintain 
tionally high standards of efficiency 
and capacity without an extremely 
high investment. (4) Users can 
make a one year or more trial in- 
stallation of machine equipment 
which they are not certain is the 
most advantageous. In other words, 
they can then judge merit on actual 
performance in their own shop 
without going to the expense of 
purchasing the machine. (5) Con- 
trol of the equipment remains en- 
tirely in our hands at the time of 
the expiration of the lease. We and 
we alone decide whether it is to our 
advantage to sell the used equip- 
ment “as is,” rebuild, or hold for a 
more advantageous market. 

Adoption of the program is a log- 
ical outgrowth of the current shift 
from production to selling. Indus- 
try at large faces the inescapable 
fact of rising labor and material 
costs. As profit margins thus nar- 
row, the only avenue of relief lies 
in the replacement of inefficient and 
outmoded equipment. 

The tool lease program which we 
have conceived and developed since 
1949 fits squarely into this picture. 
We are certain it will stimulate in- 
dustry to a more realistic, more ac- 
tive and better stabilized plan of re- 
placement and modernization. It 
should accelerate to a noticeable de- 
gree the accomplishments of this 
much needed objective both now 


and in the future. 


By Simon Srybnik 


la 


3&S Machinery ( 


oklyn, N. Y. 


® FOR THE DAYS AHEAD one thing 
stands out clearly the company 
that does not modernize its produc- 
tion facilities faces drastic competi- 
tive difficulties, while those firms 
which increase their productivity by 
replacement of obsolete and dated 
machinery with modern tools will 
prosper in the tightening competi- 
tive market we now face. 


As a machine tool dealer of new 
and rebuilt equipment, I look for- 
ward to as varied a business pattern 
as this industry has ever seen. The 
needs of manufacturers in a com- 
petitive climate differ radically from 
their requirements of the past doz- 
en years. I anticipate trade-ins, 
rentals and every conceivable com- 
bination to be the rule in the im- 
mediate future (even to the point of 
applying trade-ins against rentals). 

Manufacturers faced with the 
problem of machine tool replace- 
ment in order to remain competi- 
tive, are turning more and more to 
tool rental plans. Contributing to 
this trend are the tangled tax prob- 
lems which penalize the purchaser 
of capital equipment and make ren- 
tal more attractive than purchase. 

In the past three years my com- 
pany’s rental of tools has increased 
fourfold and I foresee an even wider 
use of rentals in the months ahead. 
While the renter can deduct his 
operating expenses, the 
is governed by deprecia- 
tion regulations (extending up to 
25 years) which allow for tax de- 
ductions far less than the actual sit- 
uation merits. Rapid developments 
in the field of machine design and 
the accelerating trend towards au- 
tomation renders most machines 
dated long before the government’s 
allowable depreciation period is 
over. The purchaser thus pays for 
future use with all its imponder- 
ables. Leasing, on the other hand, 
requires only current payment for 


costs as 


purchaser 


current use. 

Add to this the fact that heavy 
corporation and personal income 
taxes limit funds that might other- 
wise be used for capital investment 
and that many firms have need of 
their cash funds for working capital 

and you have the principle rea- 
sons why rental of machine tools is 
increasing and will continue to in- 
crease at a fast rate. 

Rental of machine tools can work 
out satisfactorily for all parties only 
if the rental plan is flexible, realistic 
and feasible for the particular situa- 
tion. Over the past 15 years my 
firm has developed such flexible 
plans that have proven satisfactory 
in hundreds of tool rentals, and I 
look forward to tool rentals becom- 
ing a greatly increased proportion 
of our business in the future. ® 





magazine serves ALL 
buying influences 
of all railroads! 


There are SIX railroad business publications 
— five monthlies and a weekly. Four of the 
monthlies are edited for one department 
only, BUT MODERN RAILROADS is edited for 
—and read thoroughly by—ALL BUYING IN- 
FLUENCES IN ALL DEPARTMENTS OF ALL 
RAILROADS! 

Yes, Departmental Users, Executive Approv- 
ers and Purchase Order-Placers — ALL read 
the ONE BIG, BROAD-COVERAGE MONTHLY 
railroad publication, MODERN RAILROADS. 

COVERAGE... 

Yes, Indeed! MODERN RAILROADS HAS 
MORE RAILROAD COVERAGE THAN the 
COMBINATION OF ANY THREE OTHER 
RAILROAD PUBLICATIONS—MONTHLY 
OR WEEKLY—CLAIMING TO REACH EITHER 
DEPARTMENTAL GROUPS, MANAGEMENT 
OR PURCHASING OFFICIALS! 


EDITORIAL PACE... 


Since its beginning, MODERN RAILROADS 
has set and maintained a new editorial pace 
in the railroad field. Authoritative, staff- 
written articles give complete —and com- 
pletely researched — articles on all depart- 
ments in every issue. 

@ Executive & Management Articles of cur- 
rent interest. 

@ Operating Department 
plenty of pictures. 

@ Mechanical and Electrical Department in- 
formation in every issue. Facts, figures, 
photos. 

@ Engineering, Maintenance of Way and 
Signaling articles. ‘In the Field” reporting! 

@ Traffic Officials read MODERN RAILROADS 
for the broad knowledge required of the 
facilities they are selling. 

@ Purchasing Agents and Storekeepers de- 
pend upon MODERN RAILROADS to keep 
completely up-to-date. 


ADVERTISING PACE... 


The new all-coverage, on-the-spot reporting 
technique of MODERN RAILROADS has set 
an editorial pace which is responsible for the 
fact that TODAY MORE ADVERTISERS SPEND 
MORE DOLLARS PER ISSUE IN MODERN RAIL- 
ROADS THAN IN ANY OTHER THREE 
RAILROAD PUBLICATIONS COMBINED! 
MODERN RAILROADS IS BIG (“Life’’-size); 
Beautiful (More pictures, 4-color covers); 
POWERFUL! (Ask any advertiser—or use 
it and find out for yourself!) 


rinks — 
MODERN RAILROADS) <4 


201 N. WELLS STREET CHICAGO 6, ILL 
PHONE: STate 2-412] 


Coverage — with 








|@ news 


Advertiser changes. . 


David Treganowan and John R. Terney . . 


have joined the advertising department 


of Rockwell Mfg. Co., Pittsburgh, as copy- 
writers. 


Mr. Treganowan from University of Ari- 


Both are recent college graduates, 
zona, 1952, and Mr. Terney from Wash 
ington and Lee University last June. 


Theodore Marvin . . former advertising 
director, Hercules Powder C Wil 
Del., has been elected chairman 
td of directors of Michigar 
1 Corp., Saint Louis, 
became president 
T ] 


last July 1. 


Joel H. Watkins . . f 


engineer for 


Miller 


Richmond, Va., has been appointed 


contract 


manager of transformers and allied 


ucts, Kuhlman Electric Co., Bay 


Mich. 


J. E. Schlener . . 


supervisor, has been appointed merchan- 


former sales engineering 
1 Electronics 
New Y 


- 
iOrKk, 


dising manager, 


Sylvania Electric Products, 
John H. Harding . . sales engineer, Hydro- 
Line Mfg. Co., Rockford, IIl., has 
pointed sales manager. 


been ap- 


Donald J. Hanchett . . former adhesives 
product manager, chemical division, 


Kop- 


pers Co., Pittsburgh, has been named 


manager of the thermosetting resins 


branch of the sales devel 


pment 


Dr. Edwin W. Shand, former technical rep- 
resentative of the sales department, has 
been appointed manager of the specialty 
chemicals branch. 


Bell & Howell Co. . . Chicago, 


chased all of the outstanding capital stock 


has pur- 
of the Three Dimension Co., Chicago, man- 
ufacturer of slide projectors. No 


policy or personnel changes are expected. 


Richard C. Edwards . . 

motion manager of the hardware division 
and manager of the magic door 
tanley Works, New Britain, Conn., has 
been appointed director of merchandising. 
Gerald M. Fletcher, 
manager, has been named director of ad- 
vertising. 


division, 


former advertising 


William A. Robinson . . former account 
executive, Kling Studios, Chicago, has 
been appointed sales manager of the 
sales development division. 


John L. Callahan .. former advertising 
manager, Star-Kimble Motor Div., Miehle 
Printing Press & Mfg. Co., has been named 


Continued on page 130 


No. F of a sees 


600,000 
Industrial 
Salesmen 


Needed 


The president of one of our 
greatest industrial firms recently 
observed in the public prints 
that invention and production 
have so long outstripped 

selling that “American industry 
urgently needs at least 

600,000 more trained salesmen.” 


If you, too, feel the 

pinch, but can’t find and train 
young hopefuls fast enough, 
consider more ways to help 

the salesmen you have by 
making their time stretch further. 


A persistent technical publicity 
job — engineering articles and 
wisely planned releases which 
show customers and prospects how 
to use, choose and maintain what 
you have to sell — can save your 
salesmen shoe leather, breath 
and hours of missionary work. 


| Preceded and supported by a 
sales-directed information program 
targeted at professional readers, 
three salesmen 

can do the work of four. 


| 
| 


Enlist the Press 


Technical publicity helps to 
sell by informing thousands. 
Though it can’t close, it can’t be 
matched for reach; though 

it can’t listen, it packs real 
authority as an explainer. And 
its cost is all in energy, 
ingenuity and experience. 


Harry W. Smith 
Incorporated 


Zechnical Publicity and Cditorial Relations 


NEW YORK 

507 Fifth Avenue (MU 7-5367) 
CHICAGO 

Palmolive Bldg. (WH 3-1262) 
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PACIFIC NORTHWEST 


CONSTRUCTION 
MARKET 
DEPENDS 


ON THE 
PORTLAND, OREGON DAILY 


JOURNAL 
of COMMERCE 


FOR VITAL 
BUSINESS NEWS 


Just 10 construction companies, 
picked at random from D.J.C. 
subscribers, use over $1,000,000 
worth of petroleum products and 
tires alone a year. Two-thirds of 
the circulation of the D.J.C. is to 
construction men who must have 
the latest daily industrial news. 
Write for sample copy. 


; , 
Daily J Lommerce 
711 Southwest 14th Ave. 
Portland 7, Oregon 


Working Tool of 
Pacific Northwest Business 





for Name Plates 
that help sell! 


ARE yu satisfied with 
your product’s identification? Sales and 
advertising men know how valuable a 
sparkling name plate can be. Let us help 
you create standout identification that 
reflects your product’s quality— marks 
it for more sales. Send a rough sketch 
or blue print for design suggestion and 
quotation. Write for your copy 
of “Etched or Lithographed 
Metal Products of Quality” 
with full color examples of our 
name and instruction plates. 


CHICAGO THRIFT—ETCHING CORPORATION 


1555 N. Sheffield Ave., Chicago 22, Ill., Dept. G 
SUBSIDIARY OF DODGE MANUFACTURING CORPORATION, MISHAWAKA, IND, 
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NEWS 


Earle A. Channer . . former 


sales 


F. Ware Newbury . . former 
ttor of the Pep; 


E. Willard Winslow . . former 


chemical 


Ss 


George D. Knepper 
advertising departmen 
, has been named 


r sales manager, 


Arnold E. 
‘arver Pum , has been appointed 
$; manager, c livision, Fault 


. m ia 
less Caster Corp., 


Agency changes. . 


Harold Warner Co. . . Buffa 
peen namea 


NT me 


Niagara Machine 


Waldie & Briggs .. 
handle sing I 
subsidiary of 


ld, England. 


Horton-Noyes Co. . . Provid 
been named to handle 


Nashua Corp., Nashua, 


Burlingame-Grossman Chicago, has 
been named to handle advertising for Bulk 


ry] } Corr 
retroleum Corp. 


Richard C. Lynch . . account executive 
and director of client service, Oakleigh R. 


French & Associates, St. Louis, has re 


. W. Stelle . . former account executive, 


2wart-Jordar Yo., has joined Lamb & 





When you wish to present 
your sales message on your 
products to the executives and 
key operating men in the steel 
making industry — use 


BLAST FURNACE AND 
STEEL PLANT 


The only A.B.C. — A.B.P. paper whose 
editorial is devoted exclusively to the mak- 
ing and rolling of steel. 

BLAST FURNACE AND STEEL PLANT is 
subscribed for and read by those who pur- 
chase or recommend the equipment and 
supplies to be purchased in the steel plants 
throughout the world. 

BLAST FURNACE AND STEEL PLANT is 
edited and published by men who have a 
practical knowledge of the operating prob- 
lems and requirements of those engaged 
in the steel industry. 

All departments are covered such as: 
Blast Furnaces and Coke Ovens, Open 
Hearth, Bessemer Converters, Electric Melt- 
ing Furnaces, Rolling Mills, and miscel- 
laneous shops, Mechanical, Electrical, Roll 
Shops, Structural Shops, Power Plants, Boiler 
Houses etc. Advertising rates on request. 


Published by 


STEEL PUBLICATIONS, INC. 


4 Smithfield Street, Pittsburgh 30, Pa. 





S.C. means “Standard 
Industrial Classifications” 


.. « AND WHAT ELSE? 


HESE code numbers for business, 

industry, and services, which have 
been prepared by the government Divi- 
sion of Statistical Standards and are 
printed in the Standard Industrial Clas- 
sification Manual, are fast being recog- 
nized and used by nearly all advertisers 
and publishers to obtain uniformity in 
selecting markets and in presenting sta- 
tistics relating to them 


The Woodall Master Lists are so 
coded. In addition, these lists are per- 
sonalized with important specifying and 
buying individuals. Consequently, selec- 
tions can be made to fit the specific cir- 
culation requirements of almost any in- 
dustrial magazine, house organ, or direct 
mail advertising campaign. 


_So, when you use Woodall ‘‘Bull’s 
Eye’’ Mailing Lists, ‘‘S.I.C.’’ also means 
“Selected Industrial Circulation.’’ 


Start your new magazine on the road 
to success . improve and perfect the 
circulation of your established publications 
o: house organs secure maximum 
results from your direct-mail advertising 
or mail order selling . . . by using 
S.I.C. and Woodall ‘‘Bull’s Eye’’ Mailing 
Lists. 


Se Write for latest 
counts and prices for 


WOODALL your special list. 


MAILING / HAM STYRON 
. Ursts 


Sincerely yours, 


W. P. WOODALL CO., INC. 
214 E. 125 St., New York 35, N. Y. 

















INDUSTRIAL MARKETING 
IN LATIN AMERICA 
frequently requires an 
approach to textile mills 


TEXTILES PANAMERICANOS 
makes and keeps contacts for 
you with the largest buyers in 
Latin America’s largest industry. 
It lets you talk their language. 
Investigate how its leads can 
help your distributors close more 
business ... more quickly. 


VPMILES 


PANAMERICAN PUBLISHING COMPANY, Inc: 
570 7th AVENUE, NEW YORK 18, N.Y. 











YOU'LL SELL MORE 


iwith an 


at your Expositions, Trade 
1 Shows, Sales Meetings, etc. 
Send for Free Folder 


IVEL CORPORATION 


96-22 43 Ave. Corona 68, N.Y.C. 





news 


Keen, Inc., Philadelphia, as an account 
executive. 


Tri-State Advertising . . has been named 
to handle advertising for Star Jack 
River Grove, IIl., manufacturer of hydraulic 


and industrial jacks. 


B. W. Stelle . . has joined Lamb & Keen, 
Philadelphia, as head of the agency's in 
dustrial department. 


Don Yoder .. art and production director, 
Howard Swink Advertising, Marion, O., 


has been appointed a vice-president. 


Ross Roy, Inc. . . has been named to han 
dle advertising for Carbola Chemical Co., 
Natural Bridge, N. Y. 


Roland G. E. Ullman Organization 
Philadelphia, has two new accounts: John 
Bright Associates, Ambler, Pa., airport 
construction consultants for Poz-O-Pak. a 
stabilized base material, and Horace T. 
Potts Co., Philadelphia, manufacturer of 
corrosion resistant fittings. 


Wright Advertising . . Pittsford, N. Y., has 
been named to handle advertising for G. 
W. Lisk Co., manufacturer of aircraft ac 


cessories. 


Lawrence L. Russoniello . . formerly with 
the Al Paul Lefton Co., Philadelphia, has 
become the new president of Anthracite 
Advertising, Scranton, Pa. 


Terrill Belknap Marsh Associates . . New 
York, has been appointed to handle ad 
vertising for ihe North Shore Nameplate 
Co., manufacturer of high temperature wire 


markers. 


Henry A. Louden, Advertising . . Boston, 
has been named to handle advertising 
for National Pneumatic Co., and Holtzer- 
Cabot Divisions, Boston. 


James W. McNoldy . . creative writer for 
Howard Swink Advertising, Marion, O., 
has been appointed copy director. 


Hazard Advertising . . New York, has 
been named to handle advertising for 
Sperry Products, Inc., Danbury, Conn., 
manufacturer of ultrasonic refectoscope for 
nondestructive testing, and Sperry Rail 


Service, operator of rail detector cars. 


Robert J. Fitzgibbon . . former assistant 
advertising manager, Morse Chain Co., 
has been appointed assistant to the: presi- 
dent, Bingham Technical Advertising, De- 
troit. e 





Tie your Sales Story to this Big Issue 


MAY Limestone Jssue 
PIT AND QUARRY 


with its 17th Annual Lime 
Agricultural Limestone Section 


sme April 16 

CLOSING p 
DATE ri 

Mail space reservation today to — 


PIT AND QUARRY 


431 S. DEARBORN ST., CHICAGO 5 














1,439 


PICTURES 


, were published in CON- 
STRUCTION NEWS MONTH- 
LY during 1953. In this total 
is included 483 on-the-job action 
pictures and 1,650 identified 
personalities. 

Picture coverage is just one of 
the many reasons for the high 
readership rating of CONSTRUC- 
TION NEWS MONTHLY in 
Oklahoma, eastern Missouri, Ar- 
kansas, western Tennessee, Mis- 
sissippi and Louisiana. 





In our 21st Year 


CONSTRUCTION 
NEWS MONTHLY 


Little Rock, Arkansas 
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“None more conscientiously read than IM. And that 
goes for all members of this department. Many of 
our operations and procedures have heen benefi- 
cially influenced by ideas and suggestions contained 
in your ediforial pages.” 


Says H. E. Dadson, Advertising Manager 
Mechanical Goods Division e« United States Rubber Co. 


Here’s Mr. Dadson’s own biographical sketch: “Mine is very brief, 
indeed: four years afloat (after college) in the U.S. Navy, then 
membership in the advertising department of the Mechanical Goods 
Division of United States Rubber Co. My ‘studies’ continue here, 
and IM is one of the textbooks which I find of great practical use.” 








“IM contains a valuable source of information and © 


data for every section of our advertising program 
and ifs personnel. Had an additional subscription 
come fo my home for a year in order to have a cer- 
fain series of articles in my personal library.” 


Says C. Leonard Shaw, Publicity Manager 

Norton Co. 

Mr. Shaw must like it at the Norton Co. ... he’s been there over 
thirty-seven years. Immediately after graduating from Wentworth 
Institute, Boston, in 1916, he entered Norton’s training course. At 
the end of a year he moved into the advertising department, has 
since served in every branch of this work, from house organ report- 
ing to publicity manager. 





“T read IM regularly. So do sixteen of my colleagues 
who share in the management and creative respon- 
sibilities of our advertising division. Why? Because 
we find in its pages the sort of timely ideas, stimu- 
lating opinions and ‘shop talk’ which help us in our 
work.” 


Says Kenneth Wray Conners, Manager, Advertising Division 
Leeds & Northrup Co. 


A bit of retail selling, some newspaper work and a stint of free- 
lance writing led up to Ken Conners’ association with the Leeds & 
Northrup Co. Now manager of the firm’s advertising division, he 
directs the advertising and public relations activities of “a swell 
group of 60 people”. His hobbies include music, sketching, tape 
recording, handling publicity for various organizations. 





“IM is an excellent yardstick for measuring our own 
efforts as well as being a source of idea-starters. 
I rank IM No. 1 on my list as a useful, valuable 
fool in keeping our promotional efforts fresh and 
effective.” 


Says D. E. Fricker. Advertising Manager 

The Heil Co. 

After graduating from the University of Wisconsin, Mr. Fricker 
spent two years in consumer advertising and sales work before 
joining the Le Roi Co. in 1940. In 1943 he entered army service, 
spent two of his three years overseas, including the Italian cam- 
paigns. Returning to Le Roi in 1946, he left to go with The Heil Co. 
in 1947. Among his majos interests are his children, aged 3 and 6, 
and the NIAA of which he is a director and past president of the 





| The magazine of selling and advertising to business and industry 
Industrial Marketing 


200 East Illinois St. © Chicago 11 
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FOR SALE 


2 Type A-2-2” Spindle Acme Auto- 
matic Polishing Heads, floor mod- 
el, complete. 
Also 

2 2-Spindle ball bearing 10 H. P. 
4200 RPM Buffing Lathes. Good 
condition. Recently rebuilt. Priced 
for quick sale. 

SHEPARD ENGINEERING COMPANY 
912 N. Market St. St. Louis 6 

Phone CHestnut 8057 











If you wish to reach the 


coal trade use 





CHICAGO NEW YORK 
Monhattan Bidg. Whitehall Bidg. 


For over 68 years the leading 
journal of the coal industry 








WHAT'S GOING ON? 


Clippings from the business press, 
farm papers and consumer maga- 
zines can keep you posted on what's 
going on. The 2,850 publications we 
read are listed in the 224-page 
Bacon’s Publicity Checker in 99 
market groups. New 1954 Edition. 
Ask for free copy of Booklet No. 55 
“Magazine Clippings Aid Business” 
Order Bacon's Publicity Checker on Approval 
Price $6.00 — it will soon save its cost. 


BACON’S CLIPPING BUREAU 


343 So. Dearborn St., Chicago 4 


the Real Push 
s 

Behind Sales! 
You'll find ‘*Snips’” a powerful 
medium to reach over 13,000 sheet 
metal, ventilation and warm air 
heating contractors. See indus- 
trial Marketing Data Book. 


Snips Magazine 


5707 WEST LAKE STREET CHICAGO 44, ILLINOIS 


See Market Data Book 
Page !7 for information 
on monthly competitive 


diartiiers MM 


Rricakch 


ROUTE NO. 2 CHESTERTON, INDIANA 


PHOTO-REPORTS 
ON PRODUCT APPLICATIONS 


Nationwide organization of 500 capable Photo- 
Reporters provides effective way to obtain 
on-location photos, reports anil releases for 
advertising, editorial and research purposes. 
For more information write or phone 
SICKLES PHOTO - REPORTING SERVICE 
38 Park Place, Newark 2, N. J. 
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February 


8-11..National Auto Accessories 
Exposition, Navy Pier, Chi- 
cago. 


week of the 15th.. National Sand & 
Gravel Association and Na- 
tional Ready Mixed Con- 
crete Association, Conrad 
Hilton Hotel, Chicago. 


National Transport Vehicle 
Show, 212th Reg. Armory, 
New York. 


- Office Management Asso- 
ciation, Seminar & Business 
Show, Conrad Hilton Hotel, 
Chicago. 


North Central Electrical In- 
dustries Biennial Electrical 
Trade Show, Auditorium, St. 
Paul. 


23-26..American Industrial Arts 
Association, Statler Hotel, 
Los Angeles. 


National Association of Pow- 
er Engineers, Hotel Sher- 
man, Chicago. 


-Electrical Industry Show 

and Electrical Maintenance 
Conference and Exposition, 
Shrine Exposition Hall, Los 
Angeles 


-.- Texas Cotton Ginners’ Con- 
vention, Agriculture & Sci- 
ence Building, State Fair 
Grounds, Dallas. 


AMA National Packaging 
Exposition, Convention Hall, 
Atlantic City. 


Society of Automotive En- 
gineers, Aeronautic Produc- 
tion Forum «& Aircraft Enai- 
neering Display, Statler Ho- 
tel, New York. 


American Society of Tool 
Engineers Industrial Exposi- 
tion, Convention Center, 


Philadelphia. 


American Textile Machinery 
Exhibition . . and Associated 
Industries, Auditorium, At- 
lantic City. 


-British Industries Fair, 


Heavy Industry Exhibition, 
Castle Bromwich, Birming- 
ham, England. 


- Welding and Allied Indus- 


try Exposition, Memorial Au- 
ditorium, Buffalo. 


.- American Foundrymen’s So- 


ciety, Auditorium, Cleve- 
land. 


Sales Aids Show, Grand 
Ballroom, Biltmore Hotel, 
New York. 


National Oil Heat Exposi- 
tion, Commercial Museum, 
Philadelphia. 


Electronic Part Show, Con- 
rad Hilton Hotel, Chicago. 


Basic Materials Industry Ex- 
position, The Design Engi- 
neering Show, International 
Amphitheatre, Chicago. 


International Trade Fair, 
Paris, France. 


National Office Management 
Association, “All-Purpose” 
Business Show, Kiel Audi- 
torium, St. Louis. 


American Water Works As- 
sociation, Civic Auditorium, 
Seattle. 


National Office Machinery 
Dealers Association, St. 
Louis. (exact date not an- 
nounced as yet) 


-National Sales Executives 


Convention and Sales Equip- 
ment Fair, Conrad Hilton 
Hotel, Chicago. 


. American Society of Quality 


Control, Kiel Auditorium, St. 
Louis. 


National Association of Dis- 
play Industries, Hotel New 
Yorker, New York. 








Index to Advertisers 





*Advertisers’ Research Service .. 134 
Agricultural & Food Chemistry . 9 
Air Force 
*American Artisan 
*American Ceramic Society 
American Chemical Society, The 
*American City, The 
*American Institute of Electrical 
Engineers 
*American Machinist 
*American Metal Market 
*American Society of Civil Engi- 

neers, The 

*American Society of Mechanical 

Engineers 


*American Society of Tool Engi- 
neers, The .. Insert Between 32-33 


_—— Telephone & Telegraph 
oO. 

American Trucking Association . 37 
*Annual Meat Packers Guide .... 24 
*Appliance Manufacturer 


*A.S.M.E. Mechanical Catalog and 
Directory 


Associated Business Publications, 
84-85 


*Associated Construction Publica- 


Associated Purchasing Publica- 
tions, The 
*Aviation Age 


*Bacon’s Clipping Bureau 

*Best Company, Inc., Alfred M. . 16 
Black Diamond 

*Blast Furnace and Steel Plant . 130 
*Bramson Publishing Co. ....... 79 
*Breskin Publications 107, 122 
Business Week 


*Ceramic Bulletin 

Chemical Engineering 

Chemical Engineering Catalog .. 39 
*Chemical Engineering Progress. 8 
Chemical Materials Catalog .... 42 
Chemical Week 

*Chicago Thrift-Etching Corp. .. 130 
*Chilton Publications 

*Civil Engineering 

*Coal Age 


*Conover-Mast Corp. 
4-5, Facing Page 65, 85, 4th Cover 


*Conover-Mast Purchasing Direc- 
Facing Page 65 


Construction 
*Construction Bulletin 
*Construction Digest 
*Construction News Monthly 131, 136 
*Constructioneer 
*Consulting Engineer 
*Contractors & Engineers . 


100-101 
41, 118-119 


*Daily Journal of Commerce .... 
*Dixie Contractor, The 
Dodge Cor. FF. We... ccses 
*Domestic Engineering 


*Electric Light & Power 
*Electrical Engineering 


*Factory Management & Mainte- 


*Food Engineering 
*Fritz Publications, Inc. ........ 


*Gardner Publications 
*Gulf Publishing Co. .... 17, 29, 121 


*Haywood Publishing Co. ...... 58-59 
*Heating & Plumbing Equipment 


*Heating & Ventilating 

*Heating, Piping & Air Condi- 
tioning 

*Hitchcock Publishing Co. ... 


*Industrial Equipment News .... 

*Industrial Heating 3rd Cover 

*Industrial Maintenance and Plant 
Operation 

*Industrial Marketing 

*Industrial Press, The 

*Institute of Radio Engineers, 
Inc., 

*Iron Age 

*Iron & Steel Engineers 

Ivel Corporation 


132-133 


*Jenkins Publications, Inc. ...... 
*Johnson, Inc., Franklin H. ...... 


*Keeney Publishing Co. .... 2, 10-11 
*King Publications 
Kleen-Stik Products, Inc. ...... 


*Machine and Tool Blue Book .. 

*Machinery 

*Maclean-Hunter Pub. Corp. ... 70-71 

*MacRae’s Blue Book 

*Maintenance Publishing Co. .... 
Marsteller, Gebhardt & Reed, Inc. 

*Materials & Methods 

*Maujer Publishing Co. ...... 100-101 

*McGraw-Hill Publishing Co., Inc. 
2nd Cover, 6-7, 14-15, 23, 62-63, 
Insert Between 64-65, 66-67, 76-77, 
80-81, 83, 94-95 

*Mechanical Catalog 

*Mechanization, Inc. ............ 40 
Meyercord Company, The 

*Michigan Contractor & Builder . 136 

*Mid-West Contractor 

Midwest Purchasing Agent, The 30 

*Mill & Factory 

*Mississippi Valley Contractor .. 136 

*Modern Machine Shop 

*Modern Packaging 

*Modern Plastics 

*Modern Railroads 


National Business Publications, 
Inc. 

National Industrial Adv. Ass’n. . 

*National Provisioner, The 

*New England Construction .... 


Oberly & Newell Lithograph 


Palm, Fechteler & Co. 
*Panamerican Publishing Co. .... 
*Paper & Pulp Mill Catalogue .. 
*Paper Industry, The 
*Petroleum Engineer, The 
*Petroleum Refiner 
*Pit and Quarry 

Plumbing & Heating Business .. 
*Proceedings of the I.R.E. ...... 
*Product Design & Development . 
*Product Engineering 
*Production Engineering & Mgmt. 
*Public Works 
*Purchasing 


*Railway Age 
Refinery Catalog, The 
*Reinhold Publishing Corp. ..... 
9, 39, 42, 90-91 
*Rock Products 
Rocky Mountain Construction .. 136 


*Safety, Maintenance and Produc- 
tion 
*Saturday Evening Post, The .... 
Sawyer’s Inc. 
*School Executive, The 
Shepard Engineering Company . 134 
Sickles Photo-Reporting Service 134 
*Simmons-Boardman Pub. Corp. . 53 
*Smith, Inc., Harry W: ........ 129 
*Snips Magazine 
*Southwest Builder & Contractor 136 
*Steel Publications, Inc. 
*Sweet’s Catalog Service . 


*Texas Contractor 
*Textile World 
*Textiles Panamericanos 
*Thomas Publishing Co. ...... i 
*Thomas Register 
Timberman, The 
*Tool Engineer, The 

Insert Between 
Transport Topics 
United States Envelop: Co. .... 
*Utilization 


*Vance Publishing Corp. ........ 128 


*Wall St. Journal 

*Western Builder 

Western Building 

*Western Industry 

*Wood and Wood Products .... 
*Wood Working Digest 
Woodall Co., Inc., The W. P. .. 
*World Oil 


“For detailed reference data see The Annual Market Data and Directory Number 
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10 OPEN THE DOOR 


10 THE 
CONSTRUCTION 
MARKET 


USE 


| 10 THE 


Multi-Billion Dollar 
| INDUSTRY 


Associated Construction Publications 


Construction Construction Bulletin 








Construction Digest | Constructioneer 
—- 





Construction News 


Monthly Dixie Contractor 





1 
4 

Michigan Contractor Mid-West Contractor 
} 


and Builder 





Mississippi Valley New England 
Contractor Construction 





Southwest Builder 


Rocky Mountain 
and Contractor 


Construction 








Texas Contractor Western Builder 





For Information Write: 


G. L. ANDERSON, Sec’y. 
1022 Lumber Exchange Bidg., Minneapolis, Minn, 





WELY ¥ ppp py py 


NEWS OF LATEST 
METALS METALS 


ni) © 


MORE METALS 
Y ADVERTISING 
THAN ANY 
OTHER MEDIUM 


ROUNDUP OF 
METALS SUPPLY 
AND DEMAND 


Read daily by over 30,000 pur- 
chasing and management ex- 
ecutives — who directly con- 
trol or influence purchases of 
metals, equipment and ma- 
chinery ... An effective ad- 
vertisiug mecium now Carry- 
ing the advertisements of over 
300 important sellers of met- 
als, equipment and machinery. 





AMERICAN-METAL MARKET 


Since 1899 The Daily Newspoper of 
the Steel ond Metal Industries 


18 Clitf Street QED) New York 38, N.Y. 
4 


136 / Industrial Marketing 


Which ad 
attracted 
more readers? 


® THE AD with the question head- 
line for Diamond Chain Co. at- 
tracted more readers. 

This, of course, doesn’t mean that 
a question headline is necessarily 
more attention-getting than a state- 
ment head. What it does probably 
mean is that Diamond’s headline 
was better than Link-Belt’s in these 
two ads. 

Diamond’s head was personalized 
.. “What kind of machinery do you 
make?” The question, along with 
the sub-questions (machine tools? 
construction machinery? etc.) and 
pictures, imply that once you give 
your answer and classify yourself, 
the advertiser will solve your prob- 
lem. That is substantiated some- 
what by the scores showing that one 
out of seven readers read most of 


Diamond 


Seen- 
Noted Assoc. 


Below is 
the answer 
to the problem 


on page 56 


the copy (mostly captions) as com- 
pared with one out of 17 who read 
most of the Link-Belt copy. 

The Link-Belt headline may have 
been too general to compete with 
Diamond’s. “High efficiency at high 
speeds” leads to questions such as: 
how high? how speedy? 

Other factors to note in the com- 
parison: 

1. Diamond copy was almost ex- 
clusively brief picture-captions. 

2. Link-Belt used large type in 
color for the second line of the head, 
which catches the eye before getting 
to the beginning of the head. 

3. Link-Belt used bold color lines 
to box the motor diagram and to 
separate illustrations. 

The scores, reported by Daniel 
Starch & Staff, Mamaroneck, N. Y.: 


Link-Belt 


Read Seen- Read 
Most Noted Assoc. Most 








© Noted denotes the percentage of 
readers who, when interviewed, said they 
remembered having seen an ad—whether 
or not they associated the ad with the 
name of the product or advertiser. 


S) Seen-Associated denotes the per 
cent of readers who said they remembered 


seeing the ad and associated it with the 
name of the product or advertiser. 


'R) Read Most denotes, the per cent of 





14% 1] 119 6% 


, 5 1N2 
69 2 103 


readers who read 50% or more of the 
copy. 


Cost Ratio tells the relationship between 
the cost per hundred readers (who “noted,” 
for example) for a specific ad and the 
corresponding median average cost for 
all the ads in the same issue. A “Noted” 
cost ratio of 175, for example, would mean 
that the ad “stopped” 75% more readers 
per dollar than par for the issue, par being 
100 and representing the median average 
cost. Thus a cost above 100 is above 
average; below 100 is below average. 





American Aviation Publications 


editor wins reporting trophy 


® WASHINGTON . . Wayne W. Par- 
rish, editor and publisher, American 
Aviation Publications, Washington, 
has been awarded the second an- 
nual Strebig-Dobben memorial tro- 


phy for distinguished aviation re- 
porting in 1953. 

The trophy is presented by Trans 
World Airlines in memory of James 
F. Strebig, former aviation editor of 
Associated Press, and Gerard B. 
Dobben, former legislative editor of 
American Aviation Publications. 
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\ gives advertisers 
BEST COVERAGE of zee 
tot industrial markets 


eINDUSTRIAL HEATING 





*FORGING °STEEL PLANTS 





HEAT TREATING 





and more manufacturers selling these markets use |,H. than any other publication! 


Reach over 16,000 Operating Officials and 
Executives, Plant Superintendents and Shop 
Foremen, Production Managers, Plant Engi- 
neers, Metallurgists, Chemists, Combustion and 
Fuel Engineers, Heating Specialists and Heat 
Treaters through I. H. Industrial heating, as a 
market, is now in a period where industry is 
reappraising all manufacturing operations that 
involve the use of heat, with a view of imme- 
diate and extensive replacement by modern 
equipment .. . and I. H. reaches every man 
concerned with industrial operations . . . 100% 
coverage, regardless of classification. 


I. H. Produces Results . . . Because I. H. is the 
only publication editorially specializing in all 
the industrial heating processes and equip- 
ment needed in the manufacture, finishing, 
processing and heat treatment of metals and 
other products, advertisers have found that 
I. H. can and does move large and small 
equipment, accessories, materials and supplies 
. . economically in all classifications. 
At the top is a partial list of the products I. H. 
has successfully sold. Write today for specific 


recommendations on how to sell your products 
effectively through I. H. 


Write for folder “Pertinent Facts 
About Industrial Heating for 1954” 
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One glance at the picture above will tell you that this 
sales engineer’s chances of getting the order are pretty 
good. For his prospect has already received and studied 
a sales catalog describing the product he’s interested in. 


If the averages hold, this salesman will get the order 38 
times in 100 calls—as compared to only 9 orders in 100 
cold calls! (Figures from national survey reported in 
July by Sales Executives Club of New York.) 


In other words: 7f your industrial advertising produces 
inquiries and if you follow up those inquiries, your 
salesman’s chances of getting the order when he makes 
his call are four times as good. You stand to make four 
times as many sales. 


This salesman’s chances are four times better! 


Now here’s where Aviation Age fits into the picture. 
Aviation Age consistently develops:more inquiries for 
its advertisers than all other aviation magazines com- 
bined! Average number—7,500 inquiries per month. 
That’s why more and more advertisers are turning to 
Aviation Age. It produces results! 


The magazine of 
Aviation’s Technical Management 





A CONOVER-MAST PUBLICATION 
205 EAST 42ND STREET 


toa NEW YORK I7, N. Y. 











